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ANA Announces 
steering Units 


embers, Plans 


Plans Study of Outdoor, 
Newspaper, Magazine 
and Display Rates 


New YorK—The Association of 
ational Advertisers has appointed 
eering committee members in 
ve of 12 areas of its activity, un- 
er a new committee structure an- 
punced at its spring meeting at 
ot Springs, Va. (AA, March 28). 
The areas are agriculture, co- 
perative advertising (with dealers 
distributors), display, educa- 
onal activities, films, industrial 
ivertising, magazines, merchan- 
ising, mewspapers, public rela- 
ons, radio and television, and out- 
oor. 
Members who are being asked 
serve on the central steering 
mmittee in each area would 
have the most intensive interest 
the subject and would be most 
ble and available to serve.” 


Next in each area will be a 
embership group, who join be- 
ause of their major interest in it. 
fany ANA members will belong 
) several such groups. 

The third segment is the ANA 
embership as a whole. 

Steering committee members 
ill meet several times a year and 
roup members usually only at 
NA spring and fall meetings. “To 
reamline the material you re- 
tive,” the association has told its 
embership, “full ANA mailings 
nd reports on any given subject 
jill only be sent to members of 
at particular group.” However, 
e entire membership is being 
(Continued on Page 63) 


lenry Hires Homers 
sirds, Not Batted) 


> Snare Prospects 


New Yorxk—J. Fred Henry had 
rason to think last week that a 
td in the hand is worth two in 
bbets Field. 

The publisher of Screenland and 
lver Sereen, to dramatize the 
ing circulation of the magazines, 
kd 200 carrier pigeons with his 
rculation story delivered to ad- 
‘Tlisers and their agencies in New 
ork, Chicago and Los Angeles. 
€ pigeons, released by the recip- 
nts, carried tiny messages in 
ps ules, inquiring when Mr. Hen- 
S representatives might call to 
| the “whole story.” 
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Box Score (first day): 

12% 0 asked for appointments. 
10% phoned Henry, saying pi- 
Ons had escaped in office and 
ey couldn’t send note, but send 
re>resentative anyway. 

© invited representatives for 
r appointment. 

released pigeons without 


—— te 


7,N ¥. 


l‘ returned pigeon by mes- 
eer in original box. 
° bawled out the messenger. 
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AFTER THE FOURTH—Urging the im- 
portance of being a “fulltime citizen,” 
the Advertising Council is distributing 
this ad for use by newspapers. It was 
prepared by Foote, Cone & Belding, 
Chicago, with Gordon Buck of that agency 
as account executive and D. B. Hause, ad 
manager of Armour & Co., coordinator. 
Others in the series will be timed for 
Labor Day, Thanksgiving, New Year's 
and Washington’s Birthday. All support 
the work of American Heritage Founda- 
tion, New York. 


We Won't Cut Ads, 
Sterling Drug’s Hill 
Says After Meeting 


New YorK—“At this time we 
see no reason why our advertising 
appropriation should not be the 
same next year as this year,” 
James Hill Jr., president of Ster- 
ling Drug, said last week. 

Mr. Hill insisted that a line be 
drawn between “avoidance of ex- 
travagance” and “spending for 
profits,” admitting that needless 
expense must be pared to provide 
funds to keep business moving 
ahead. 

“We are not and should not be 
in an economy wave,” Mr. Hill 
said. “Advertising, for instance, 
is probably the most important of 
all means of spending for profit... 
We do not propose to cut any ap- 
propriations for 1950 which we 
believe may help to maintain or 
increase profits.” 

Mr. Hill’s summary followed a 
three-day meeting of Sterling’s 
standing committees at White 
Sulphur Springs. 

One of these, the marketing 
committee, recommended “strict 
policing” of point-of-sale material 
in retail stores to avoid waste. 


Market and Media 


data for the asking. See 
‘Info for Advertisers,’ 
Page 48. Other features: 
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Green Toothpaste 
Rivals Ammonia 
Based Products 


Chlorophyll Dentifrice 
Heals Gums, Cuts Decay 
and Deodorizes Mouth 


Cuicaco—Leading dentifrice 
manufacturers, still shaken by the 
inroads of ammoniated dentifrices 
and scrambling to get on the band- 
wagon (AA, May 2), last week 
found themselves faced with an 
impressive new threat to the denti- 
frice industry. 

On Friday, at the annual meet- 
ing of the International Association 
for Dental Research, Dr. Gustav 
W. Rapp, professor and research 
biochemist at Loyola University 
dental school, and his assistant, 
B. F. Gurney, summarized their 
research on Chloresium, a decay- 
preventing green toothpaste con- 
taining chlorophyll. 

Dr. Rapp’s new paste, which has 
been marketed quietly from coast 
to coast for a year, contains water 
soluble chemical derivatives of 
chlorophyll—the substance which 
gives plants their color and oxy- 
gen. 

The paste, according to Dr. Rapp 
and Mr. Gurney, does five things: 
Speeds up healing in the case of 
various gum disorders, such as 
gingivitis and trench mouth; re- 
duces the concentration and pre- 
vents the formation of the bac- 
terial acids producing tooth decay; 
slows up the breakdown of the pro- 
tein part of the enamel; inhibits 
several varieties of streptococci 
and staphylococci, and deodorizes 
the mouth. 


a These are broad claims, but the 
researchers produced clinical evi- 
dence to back up their contentions. 
However, all evidence thus far 
offered by makers of either the 
ammoniated or chlorophyll denti- 
(Continued on Page 8) 
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and Trim 


Lines, NRDGA Told 
SAVE 2° 


PER GALLON 


ON GASOLINE 
Increase horsepower 8% 


On cars picked at random that 
had been using 26 other quality 
oils ...by changing to Macmillan 
Oil the horsepower was increase: 
on an average of over 8%. This 
means an 8% saving on gasoline 
or over 2¢ per gallon” or $2 on an 
average oil drain period. 
. 

LL you doubt these staccments. have your 
Macmillae Deals arrange an wmparual ves 
Previog these facts in your own car 


Oh igeremy pamiome ot! par geben 


TEST—Macmillan Petroleum is testing the 

“save 2¢” copy in Long Beach, Cal., in 

this newspaper copy, in radio and out- 

door posters, through Marketeers, Inc. 
(Story on Page 58.) 


RCA, Philco Top 
TV Set Owners; 
6% Have Video 


Psychological Corp. 
Study Finds Admiral 
Third, G-E Fourth 


New YorK—RCA, Philco and 
Admiral sets lead the television 
market, a survey by Psychological 
Corp. reports. 

Based on a survey of 10,000 
homes, in 115 cities and towns, 
the research company found 601 
families (or 6% of the sample) 
owning TV sets at the time of in- 
terview. On a national basis, this 
would mean 1,500,000 sets for the 

(Continued on Page 60) 


| WE GUARANTEE - 
: te dwerease the horse. | 
| power tu your motor by | 
| changing to Macmillan | 
| Oil... See our money- | 
| hack guarantor at your | 
| Macmillan Dealers. 


Last Minute News Flashes 
FCC Frowns on WHAS Sale to Crosley Corp. 


WASHINGTON—FCC trial examiner Leo Resnick ruled Friday that the 
proposed sale of WHAS, Louisville, owned by the Louisville Courier- 
Journal and Times, to Crosley Corp., owner of WLW, Cincinnati, 
should not be allowed because there is “a substantial joint service area” 
between the two stations. The decision can be appealed to the com- 
mission within 20 days; otherwise it becomes binding. Identical bids of 
$1,950,000 for the Louisville station were entered last year by Bob 
Hope and Fort Industry Co., owner of a number of radio stations, but 
both were subsequently withdrawn before the projected sale entered 


the FCC hearing stage. 


Ammoniated Wafer to Bow in New York 


BALTIMORE—Purex Products’ special products division will use large 
space in newspapers in New York for ten days starting July 10 to in- 
troduce its Anti-Cay ammoniated wafer, which has been tested in 
Baltimore. Anti-Cay, a tooth decay preventive, will sell initially in a 
$1 package containing 90 wafers, a pocket dispenser and a trial size of 
Anti-Cay powder. Other cities will be entered soon. Leon S. Golnick 


& Associates is the agency. 


United Wallpaper Names Ruthrauff & Ryan 
Cuicaco—Ruthrauff & Ryan has been appointed to handle the adver- 


tising of all divisions of United Wallpaper, Inc., 


including Trimz, Inc.; 


Varlar, Inc.; Nancy Warren Wallpaper and United Wallpaper. Mac- 
Farland, Aveyard & Co. recently resigned the account. 
(Additional News Flashes on Page 61) 


Concentration Hailed 
as Sales Builder; 
Price Outlook Murky 


New YorkK—Caught in the shift- 
ing ground of an uncertain mar- 
ket, the merchandising division of 
the National Retail Dry Goods As- 
sociation assembled here last week, 
and most of the speeches heard 
concerned (1) advice to concen- 
trate lines of merchandise and 
push hard the ones selected, and 
(2) mixed opinions about expected 
price reductions. 

“There are still some instances 
where price adjustments may oc- 
cur, but they will be in the great 
minority,” said Milton J. Green- 
baum, vice-president, Felix Lilien- 
thal & Co., New York. He coun- 
seled the retailers to pare price 
lines, resources and merchandise 
categories. Deliveries will be bet- 
ter, he forecast, but he recalled 
that “mills and manufacturers are 
going to produce more or less 
strictly to order.” 

Q. F. Walker, R. H. Macy & Co. 
economist, described the ebbing of 
the replacement boom, Mr. Walker 
thinks government spending must 
be curbed and taxes reduced. On 
the merchandising and pricing 
level, however, he thinks the price 
curve is better than it was a year 
ago. Farm prices, cotton, textiles 
and rayon have had their shake- 
outs, in his opinion, and he thinks 
a downward drift of the general 
price level will be apparent for 
the next six months and possibly 
the next year. 

Sales will continue to slope off, 
and he expects a 6 or 7% decline 
from 1948—‘“there seems to be no 
good reason now to expect a more 
radical change.” 


ws Louis J. Melicek, general mer- 
chandise manager, Crowley, Mil- 
ner & Co., Detroit, urged that con- 
centration of lines begin. He 
pointed out that in prewar days 
30-35% of a store’s stock accounted 
for 65-70% of its sales. The dif- 
ficulties a store encounters in try- 
ing to stock too big a price range, 
he said, are (1) sales loss because 
its scattered stock cannot be com- 
plete, and (2) if enough stock is 
carried to avoid losing sales, the 
store has too slow a rate of turn- 
over and too many leftovers. He 
pointed out that a shoe buyer had 
boosted sales 100% by cutting to 
two lines, and stocking a complete 
variety of styles, sizes and colors. 

The same advice on concentra- 
tion came from John B. Bannigan, 
divisional manager, Allied Stores 
Corp. Pointing out that with 54 
refrigerator manufacturers, 62 
laundry equipment makers, 92 
range makers and 117 manufac- 
turers of radio and TV sets in the 
field, no store can carry all makes, 
he called for reduction and special- 
ization of lines. He said that there 
are 30,000 new appliance dealers 
in business since the war, and de- 
clared that merchandise managers 
of department stores must reduce 

(Continued on Page 57) 
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NBC Kinescope 
Service Starts 
from West Coast 


New YorkK—Reversing the cur- 
rent procedure, two West Coast 
television programs, currently tele- 
vised on NBC’s Hollywood Station 
KNBH, will be seen on the eastern 
and midwestern interconnected 
networks on a regular basis 


“It pays to cater to the men!” 


Men have decisive opinions on auto- 
mobiles, appliances, liquor, sporting 
goods and clothes. And over a mil- 
lion of ’em buy TRUE every month. 
Because TRUE brings men scoops, 
adventure, sports and “the good life; 
TRUE is America’s Largest Selling 
Man’s Magazine! 


Send for copy of TRUE, Dept. a3, 67 W. 44, W. Y. 


through NBC-developed kinescope 
recordings. 

The two shows, “Nocturne” and 
“Sunday at Home,” will begin on 
the interconnected network July 
9 at 10 p.m., EDT, and July 3 at 
10 p.m., EDT, respectively. This 
is the first kinescope recording 
service from the West Coast since 
NBC’s recording method was 
launched in the East a little more 
than a year ago, NBC said. The 
two programs are sustainers. 


Three to Ferwerda-Boone 


Three new accounts have been 
added by Ferwerda-Boone, New 
York. They-are: J. P. Redington 
& Co., church furniture manufac- 
turer, Scranton, Pa.; Springfield 
Electrical Specialties, Inc., New 
York, and J. E. Mergott Co., cig- 
- case manufacturer, Newark, 


Hope Appoints Sumner 


Hope, Inc., Clifton, N. J., den- 
ture powder manufacturer, has 
appointed G. Lynn Sumner Co., 
New York, as its advertising agen- 
cy. Newspapers will be used. 


Four Chicago 
Dailies Join in 
‘Profits’ Story 


Unite to Show Industry 
Bureau of Advertising 
Market Presentation 


Cuicaco—Chicago’s four major 
newspapers made a joint pitch 
for more business last week, band- 
ing together to urge advertisers 
and their agencies to capitalize on 
more efficient advertising as “the 
last frontier of profits.” 

Publishers of the Daily News, 
Herald-American, Sun-Times and 
Tribune were hosts to nearly 600 
executives of companies and agen- 
cies at the first industry-wide 
showing of a new ANPA Bureau 
of Advertising color slide analysis 
which points up the need for mak- 


ing advertising dollars more pro- 
ductive, and demonstrates that 
newspapers can help do the job 
through their “All Business Is 
Local” flexibility. 

Harold S. Barnes, director of the 
bureau, who came here to make 
the presentation in behalf of the 
four dailies, emphasized its time- 
liness with the observation that 
in his recent contacts with bus- 
iness men he has found them 
frankly worried about the “dan- 
gerously high” break-even point in 
business today. It is still high de- 
spite all the economies they have 
been able to effect, he said, and a 
slight dip in volume will dump 
some of them “right in the red.” 


ws The slide presentation, drama- 
tizing the newspapers’ contention 
that ad campaigns should be tai- 
lor-made to fit the needs and po- 
tentialities of different markets, 
was first introduced at the ANPA 
convention in New York (AA, 
May 2). Its showing here, in ex- 
panded form, will be followed by 
its use in New Orleans this week, 


A Loudble THRUST OF SUSTAINED POWER 


THAT DELIVERS IN THE INDIANA MARKET 


Here’s your chance to ride the crest of a high sales curve in Indiana. 


, 4 

With The Star, Indiana’s largest morning paper, and The News, Indiana’s largest 
evening paper, you reach a growing market whose people earn as much 

and spend as much as any in the world. 


The Star’s 193,460 daily circulation, and The News’ 165,309 set a sure course 
for your product in this 2 billion-plus market. Our fourth annual Consumer 
Analysis, now being distributed, the Grocery Inventory and other market 
information, are available to solve your sales problems. 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 
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and further bookings are likel. ; 
other major cities during com in; 
weeks. 

In making advertising more et 
fective than ever before, Mr 
Barnes told the Chicago griup 
the advertiser must grade his m ar 
kets in the order of their po 
tential and allocate his advertis 
ing expenditure in relation to thd 
sales potential. In grading mar 
kets, he added, it’s well to remem 
ber that “U. S. A. stands for Un: te, 
—not Uniform—States of Amer 
ica.” 

“It’s highly important to re 
member that just because two peo 
ple have an equal income, the 
don’t necessarily spend the san 
amount for any one particular ar 
ticle,” Mr. Barnes continued, flash 
ing a slide showing the store win 
dow of “Truman’s” haberdasher, 
and commenting that “we’ve gon 
to the very highest authority fo 
our information.” Pictured wer 
five items of men’s clothing in ths 
same price line; yet, said M 
Barnes, few men keep within tha 
or any other price line. “Some me 
love fine shoes, so they’ll spen 
$22.50 for their shoes—but on! 
$50 for their suits,” he said. “Som 
men who pay $150 for their sui 
think a $12 shirt is rank extrava 
gance.” 


ws Widely-varied per capita con 
sumption of different products i 
various markets is shown on 
number of the slides, from tea, so 
drinks and flour to cold remedid 
and anti-freeze. As an example 4 
how important a single city ca 
be, one chart shows that Cuyahog 
county (the corporate limits { 
Cleveland) consumes more liqut 
of all kinds than any one of 
states. “How many distillers woul 
you guess are giving Clevela 
proportional advertising pressure 
Mr. Barnes asked. 

The presentation makes litt 
mention of radio, but calls atten 
tion to the “inflexibility” of nd 
tional magazines for advertise 
whose product potential vari¢ 
greatly in different sections of t 
country. As an example, J) 
Barnes cited a manufacturer { 
anti-freeze who spent two and 
half times as much on advertisi 
in California as he did in Mic 
igan, yet total consumption of t 
product in Michigan is 37 tim 
as great as it is in California. 


a Newspapers’ national reven 
last year hit the third successi 
all-time high, Mr. Barnes sai 
“and so far in 1949 the trend 
still up—sharply up.” 

The Chicago dailies, he add 
are ready to help, either ind 
vidually or collectively throug 
the Bureau of Advertising, © 
discover the profit possibilities 
the principle that ‘All Busine 
Is Local.’ And at the risk of 
ing an alarmist, may I say th 
today is not one bit too soon 
see whether we in the newspap 
business can’t be of help-—ve 
real help.” 

Roy D. Moore, president 
Brush-Moore Newspapers, € ant’ 
O., and a member of the bu reat 
governing board, acted as (oas 
master at the Chicago lunch eo. 


Forms TV Tube Division 
Sylvania Electric Products, !" 
New York, has established « ‘ 
vision picture tube division, w!! 
will specialize in the desis, © 
gineering and production o/ v!¢ 
ing tubes for television receiVé 
Headquarters will be in ele 
Falls, N. Y. W. H. Lamb, : ene 
manufacturing manager o ‘© 
vision tubes, has been name :| & 
eral manager of the new div ‘5104 


iF YOU USE CAR.C 
Send for FREE Sam 


“CARDISPL 


-, UNIQUE POINT-OF-SA 
—  CAR-CARD HOLDER 


CARDISPLAY CO. 


1004 MARQUETTE AVE., MINNEAPOL 
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Your copy builds a selling fire. So don’t stop 
owls Chevretsn there—tell customers where the fire is—tell them 


Mills Umpl. Co where to buy. 


“Burtintton Home Shown here are a few of the big names who address 


the rich Mid-West farm market with dealer name advertising 
in The Weekly Star. Accomplished are the highly desirable 
factors of grass root merchandising, dealer co-operation, 
dealer and product identification, more rural coverage 

than available through any other medium and, most important, 
the local impact it takes to sell goods. 
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Rccay —— As pioneers in rural merchandising and selling, The Weekly Empire Dist, ec, Ca. 
Coldwate Star has the top coverage and local impact—the know-how to wun 


Rural G & RL Ce tne Schierbaum i €o ; } 


work with you—to work for you. 


Send us a county outline of your branch or distributor territories 
-—we’ll allocate coverage and cost figures for each one. 


The Weekly Ransas City Star. 


Largest Farm Weekly in America 
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Leaves ‘Modern Industry’ 


Harwood F. Merrill, editor of 
Modern Industry since it was 
formed in 1941, and vice-presi- 
dent of Magazines of Industry, 
New York, has resigned, effective 
Aug. 15. He will remain as a di- 
rector of Magazines of Industry, 
and will become a consultant to 
Modern Industry and other pub- 
lications as well as to business 
concerns and associations. 


Ad Welcomes NY Beers 


A joint statement by New York 
brewers, retail store and tavern 
owners was placed through the 
Brewers Board of Trade as a 
full-page ad in all New York pa- 
pers June 22 welcoming back “New 
York’s own beers” the day follow- 
ing the ending of the recent dri- 
vers’ strike, which lasted 82 days. 
Biow Co. is the agency. 


Collins Brings 
$3,500,000 Suits 


on ‘Kaleidoscope’ 


Claims Talbott, Lasley 
and Husted ‘Destroyed’ 
Fashion Magazine 


New Yorx—Arthur W. Collins, 
founder and first publisher of the 
$2-a-copy “15 magazines in one” 
monthly fashion publication, Ka- 
leidoscope, brought two actions in 
the Supreme Court of New York 
County on June 23, seeking dam- 


ages totaling $3,500,000 from his 
former Kaleidoscope associates, 
Harold E. Talbott, William H. 
Husted and Ross A. Lasley. 

The magazine folded last No- 
vember, after three issues. 

In one complaint, for $3,000,000, 
Mr. Collins charges that policies 
enacted by the three defendants 
“rendered valueless” his years of 
“work, research, expenditure of 
time, money, labor and effort”; 
caused the magazine to be “de- 
stroyed,” and resulted in his “rep- 
utation and business prestige [be- 
ing] severely and permanently 
damaged.” 

In the other, for $500,000, Mr. 
Collins charges the three defend- 
ants with “willfully, wantonly 
and maliciously” seeking to “in- 
jure and damage [him] in his 


character as a professional in the 
... advertising and fashion phases 
of the publishing industry.” 


@ The first complaint alleges 
fraud. The second libel. Both are 
being filed simultaneously. A. E. 
Robert Friedman, 40 Wall St., is 
attorney for Mr. Collins. 

Also on June 24, Lord, Day & 
Lord, 25 Broadway, counsel for 
Messrs. Talbott, Lasley and Hus- 
ted, issued a statement saying that 
the three defendants “emphatically 
deny ...any merit in the suit re- 
cently filed against them by Ar- 
thur W. Collins...” 

At the proper time, they said, 
an answer will be filed specifi- 
cally and categorically denying the 
charges set forth in the com- 
plaint. 


te ae 


te 


*. P 


Livengood has 250 head of fine sheep 
on his 160 acre farm in this rich, pro- 
gressive farming and livestock region 


of northwest Missouri. 


His statement 


that the advertising he has done in The 
Missouri Ruralist has never failed to 
produce is strong testimony. 


The opinions of local advertisers such 
as Livengood—farmers who live in Mis- 
souri— are authoritative expressions 


that may well 


be heeded by anyone 


seeking to establish a market or promote 


Display Livestock Advertising 1948 


MISSOURI RURALIST ie ay a oe ee 
*(From publishers information bureau) 


No. 2 A WEEKLY FARM NEWSPAPER .. 


* (Estimated, no records published) 


MISSOURI RURALIST 


Editorial Office . . . Fayette, Mo. 


*41,806 lines 


*4,764 lines 


Missouri Ruralist 
Always Gets Results 


L. L. Livengood, Maryville, Missouri, is a breeder of registered 
Corriedales and secretary of the Missouri Corriedale Association. 
He buys advertising to sell his own sheep and to bring buyers 
to Association sales, placing more business than any other 
livestock breeder in Missouri. 

“Missouri Ruralist always gets results,” is his comment, 
“and | recommend it to every member of the Corriedale Asso- 
ciation. | know that other stockmen in this vicinity have the 
same opinion,” 


brand preference in rural Missouri. The 
fact that Missouri livestock advertisers 
buy 8 times as much advertising in 
Missouri Ruralist as in any other general 
publication reaching this market is sig- 


nificant evidence. 


Such prestige and effectiveness is the 
result of more than 90 years of ana- 
lytical editorial treatment of farm events, 
a loyalty that is passed on automatically 


to Ruralist advertisers. 


x35 Pf 


Advertising Age, June 27, 1949 


Defense counsel told AA that 
they plan to make “preliminary 
motions to strike out and clarify 
portions of the complaint on tech 
nical grounds. An answer won’t be 
filed for some time. Then a ge, - 
eral denial will be made.” 


e® A financier reputedly worth 
$300,000,000, an organizer and « 
major stockholder of such con- 
cerns as Chrysler Corp., Ethy! 
Gasoline and Electric Auto-Lite, 
Mr. Talbott was finance chair- 
man last fall of the Republican Na- 
tional Committee during the Tru- 
man-Dewey campaign. He was 
also finance committee chairman 
of Kaleidoscope. 

When Mr. Collins resigned as 
publisher after publication of the 
first issue, issued in September 
and dated October, 1948, Mr. Tal- 
bott’s business associate, Mr. Hus- 
ted, succeeded him: Mr. Lasley, 
consulting engineer, has been as- 
sociated with Mr. Talbott. 

The first issue carried 172 pages 
of advertising, the second 56 
pages, and the third, for Decem- 
ber, 22. 

In AA for Nov. 15, Mr. Husted 
said that “despite changes,” Ka- 
leidoscope “will keep going.” That 
story quoted Mr. Husted on rising 
circulation and the new manage- 
ment’s efforts to “get set for the 
long pull.” 

In AA of Nov. 29 came the an- 
nouncement of Kaleidoscope’s de- 
mise. 


m Stockholders included a score 
of prominent business executives, 
financiers and publishers. 

Formerly an advertising exec- 
utive of the New York Journal- 
American, Herald Tribune and 
Sun, Mr. Collins and his wife, 
Verne Clark, fashion specialist, 
worked for several years to de- 
velop the Kaleidoscope idea and to 
get financial, advertiser and read- 
er interest in it—spending “large! 
sums” of their own money. 

In 1946 and 1947, the complaint 
declares, Mr. Collins “procured be- 
tween $150,000 and $200,000 in 
subscriptions” for financing it, ar- 
ranged for paper and printing, and 
organized a corporation in which 
he planned to keep 51% of the 
stock. But in mid-1947, it declares, 
the defendants unlawfully con- 
spired “to cheat and defraud plain- 
tiff...and to gain for themselves 
the management and direction” of 
the magazine. 

Among the allegations is one 
that the defendants prevented Mrs. 
Collins from becoming editor, be- 
cause “Harold E. Talbott never did, 
and never would do, business wit) 
a woman.” Martha Stout later be- 
came editor. 


NY Central Ups Webster 


James T. Webster has been ap- 
pointed assistant to the vice-pres- 
ident of traffic and advertising 
manager of the New York Central 
System. He has been with the rail- 
road since 1933, and succeeds Mat 
G. Collins, recently named mar- 


ager of concessions. 


Ascap Extends Deadline 


The American Society of Com- 
posers, Authors, and Publishers 
has extended to Aug. 1 the roght 
to the use of its members’ music 
on television, pending final agyee- 
ment with the television industry 
as to rates of compensation. 


— 


Throughout the U.S A., the best-info 
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and 
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4 e A very small number of very specific kinds of people make the basic decisions in America’s 
" we industrial life. It’s the 100,000 scientific Americans who design the products, specify the 
Poe tools and materials, who build the plants and shape the buying habits of American industry. 
— They are the readers of the new SCIENTIFIC AMERICAN—the first and only magazine 
wd to cover all of science at their high level of interest and understanding. 
m”” of 
$ 6«6one 
1 Mrs 
r, be- 
ax did, 
3 with 
be- 
, In the new SCIENTIFIC AMERICAN’S subscription list the scientific Americans are 
identified by name, title, profession, industry and company. This information, encoded on 
Se business machine punch cards, makes it easy for each advertiser to see this very specific 
a audience as a market for his product. Until now—to reach scientific Americans—you have 
entr P y 
al 
Ss Mac had to buy them along with-the-public-at-large, in the circulations of general magazines or, 
man- 
industry by industry, in a list of trade papers. Now for the first time—thru the new 
SCIENTIFIC AMERICAN— you can conserve your advertising dollars and reach them 
Com- . ° ° 
iishers all in the pages of a single magazine. 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 

Card record his title, profession, company and industry. Write to 

SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., 

to see the business machine breakdowns of our subscription list. \ 
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WTCN.-TV Joins DuMont 

WTCN-TV, Minneapolis, sched- 
uled to start commercial operation 
on July 1, has signed an affiliation 
contract with the DuMont Tele- 
vision Network. 


Shifts McLaughlin 

George E. McLaughlin, in the 
accounting department of Gray & 
Rogers, Philadelphia, has been 
named to the public relations staff 
of the agency. 


We 


A good buy-line can build ° 
your policies; sell your products; promote 
slogans 


your name; win you fame. I create 
for amy purpose. Have originated hundreds. 


“That Felt = Bott di 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


Hook, Campbell Step 
into ‘Iron Age’ as 
Publisher, Editor 


New York—George T. Hook, re- 
cently chief editor of the company’s 
Commercial Car Journal, has been 
named publisher of Chilton Co.’s 
Iron Age. 

He succeeds T. L. Kane, who 
continues as vice-president of 
Chilton and will make his head- 
quarters in Philadelphia. Mr. Hook 
joined the company more than 25 
years ago, and has served in vari- 
ous editorial capacities on Chil- 
ton’s automotive publications. For 
the past 15 years he has been chief 
editor of CCJ. 

Thomas C. Campbell, formerly 


news and markets editor of Iron 
Age, has been named editor, suc- 
ceeding T. W. Lippert, who re- 
signed. Mr. Campbell joined Iron 
Age in 1936 as resident editor in 
Pittsburgh, and has been news and 
markets editor in New York since 
1944. 


Hackbusch Elected President 

Stromberg-Carlson Co., Toronto, 
has appointed R. A. Hackbusch 
president and managing director. 
He was formerly vice-president 
and managing director. 


Alex Ruben Joins WCCC 

Alex Ruben, formerly with Sta- 
tion KFWB, Los Angeles, has 
joined the commercial department 
of Station WCCC, Hartford, as ac- 
count executive. 


Owens-Corning Names Two 


E. W. Pat Smith has been named 
director of merchandising of 
Owens-Corning Fiberglas Corp., 
New York. He joined the company 
in April as special assistant to 
the general sales manager and 
before that was vice-president of 
sales of Philip Carey Mfg. Co. Ed- 
ward C. Ames, who has been di- 
rector of advertising on an interim 
basis for two years, has been 
named director of public rela- 
tions and publicity. 


Promotes Clark and Rolph 

Christie T. Clark, vice-president 
and director of sales of Rolph- 
Clark-Stone Ltd., Toronto, lithog- 
rapher and printer, has been 
named vice-president and general 
manager. Gordon G. Rolph, as- 
sistant director of sales, has been 
made director of sales. 


They spend. the most 


where the most 1s spent 


Copyright 1949, 
The New Yorker Magazine, Inc. 


“What ever happened to those inexpensive little islands off the coast of Spain?” 


82% of THE NEW YORKER’S 316,000 circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent. These rich areas dominate the 30 states in 
which 95% of all U. S. travel passports were issued last year. NEW YORKER subscribers 
travel often and well. They go to the best places in the best style . . . which explains 
why THE NEW YORKER carries more hotel and resort advertising than any 
other national magazine. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE 


cOPY 


NEW EMBLEM—National Retail Hardwar. 
Association members will feature thi 
new emblem beginning next fall. Glenn 
Jordan, Stoetzel, Chicago, is the agency 


Independent Stores 
Plan Fall Hardware 
Advertising Drive 


Cuicaco—The National Retail 
Hardware Association in Septem- 
ber will launch a promotion for 
independent hardware retailers de- 
signed to increase the number of 
women shoppers in hardware 
stores, to promote hardware stores 
as gift stores, and to induce both 
men and women to patronize 
stores carrying the insignia of the 
Independent Retail Hardwaremen 
of America. 

To inform the hardware trade of 
the aims and progress of the cam- 
paign, Hardware Retailer, NRHA’s 
official publication, will carry 12 
spreads without charge. The drive 
will be pushed through messages 
from the association § secretary, 
state and group meeting publicity, 
reprints and a mat service. 

The consumer phase of the pro- 
motion will utilize insertions in 
Better Homes & Gardens, Country 
Gentleman, Farm Journal, Hoard’s 
Dairyman, Ladies’ Home Journal, 
Popular Mechanics, Progressive 
Farmer, The Saturday Evening 
Post, Southern Agriculturist and 
Woman’s Home Companion. 


ws Financing of the drive is a 
three-way proposition, with the 
National Retail Hardware Asso- 
ciation, the state and _ regional 
hardware associations, and _ the 
hardware wholesalers contributing 
equal amounts. Enough money 
already has been pledged to as- 
sure from six to 12 full-column ads 
in the magazines listed. 

Key gimmick in the promotion 
is the three-color emblem of 
NRHA, which will appear in every 
advertisement and in the stores of 
all members. Retailers also are 
encouraged to use the emblem on 
letterheads, statements, newspaper 
advertising, etc. 

Copy will feature hardware 
necessities and specialties appro- 
priate to the season, e. g., garden 
equipment in spring and fishing 
tackle and supplies in summer. 

Glenn, Jordan, Stoetzel, formerly 
Evans Associates, is directing the 
account. 


Four Executive Changes 


at Worthington Pump 

Effective July 1, four changes in 
the executive staff will be made 
by Worthington Pump & Ma: 
chinery Corp., New York. Rober 
C. Ramsey will become preside’ ' 
succeeding Clarence E. Searle, w 0 
will become vice-chairman of ‘he 
board. Edwin J. Schwanhaus:er 
will become executive vice-pr°s- 
ident and John J. Summers), 
vice-president in charge of sa &s. 
Mr. Searle, who has been p!°s- 
ident since 1945, will continue 45 
chairman of the management ci ™- 
mittee. Mr. Ramsey has been vy it! 
the corporation since 1920, nd 
Messrs. Schwanhausser and Si ™- 
mersby since 1916. 


Time Produces Pacific Series 
Time, Inc., New York, prodve! 
of “The March of Time,” ‘'% 
started production on film co\°'- 
age of the war in the Pacific, © 
lowing the current series on G°n- 
eral Eisenhower’s “Crusade 1!" 
Europe.” The series will be } © 
duced in cooperation with the 


armed forces. 
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‘Guess we'll have to trade-in Fenwick on a St. Bernard.” 


made Never before in its 68 years of publication has the Los Angeles Times put out mammoth editions 


ne so regularly as during 1949. Advertising linage has soared since the lean newsprint period of last 


af the year (check Media Records). News and feature content has kept pace and Times readers are 


Soy, pretty happy about the whole thing. = 
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ducer REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Consolidates Sales Units 


Conlon-Moore Corp., Chicago, 
home appliance manufacturer, has 
consolidated the sales departments 
of the Conlon and Moore divisions 
with a new central sales office 
in the American Furniture Mart. 
John Foxx, a vice-president and 
formerly in charge of Moore divi- 
sion sales, has been named to di- 
rect sales for the consolidated or- 
ganization. 


When you 
need 
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Remember 
WM, F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past fifty yeors. 

90 Fifth Ave., New York 11 
CH 2-3757 


American Home Adds 
Agencies and Shifts 
Brand Assignments 


New YorK—Whitehall Pharma- 
cal Co., proprietary drug division 
of the American Home Products 
Corp., as of July 1 will organize 
its brands so that advertising re- 
sponsibility for Kolynos and Bi- 
SoDol will be given to Sullivan, 
Stauffer, Colwell & Bayles; re- 
sponsibility for Anacin and Hill’s 
cold tablets will go to Duane Jones 
Co.; and Guard’s cold tablets will 
be assigned to Biow Co. 

Other advertising agencies re- 
sponsible for other brands of 
Whitehall merchandise, it is said, 
will continue with their functions 


unchanged. 

Benton & Bowles has been ap- 
pointed by Whitehall to handle its 
newly purchased television prop- 
erty, “Armchair Detective,” tele- 
cast currently on the Paramount- 
owned station, KTLA, Los An- 
geles. Anacin, Kolynos and BiSo- 
Dol will be the sponsoring pro- 
ducts on a CBS network. 

American Home Foods, food di- 
vision of American Home Pro- 
ducts Corp., has appointed Ted 
Bates & Co. to handle advertising 
for the G. Washington division, 
which formerly was handled by 
W. Earl Bothwell, Inc., Pittsburgh. 


Artwil Appoints Pilat 


Doris A. Pilat has been named 
an account executive of Artwil 
Co., New York agency. 


‘Traffic World’ Resigns 
from Business Paper Group 


E. F. Hamm Jr., publisher of 
Traffic World, Washington, D. C., 
submitted his publication’s resig- 
nation to Associated Business Pub- 
lications last week, due to disa- 
greement over policies adopted at 
the association’s recent annual 
meeting. 

Mr. Hamm is immediate past 
president of ABP. 


Bouteiller Elected V. P. 

William H. Bouteiller, a mem- 
ber of the board of directors of 
Middletown Press Publishing Co., 
Middletown, Conn., has been elec- 
ted vice-president to fill the un- 
expired term of the late Richard 
H. Bunce. The company publishes 
the Middletown Press, afternoon 
daily. 


Increase your sales in this six billion dollar market. 
Hitch your sales curve to WGAR .. . and watch it soar! 


How are. 


. and here’s why: 


*W GAR is consistently the leader in regular audience | 


reports .. .WGAR ratings exceed national averages 


ene 
nei 


...WGAR is the only Cleveland radio station to 


have gained listeners over last year . ..WGAR has 


nine of the top fifteen daytime programs. . .WGAR 


has eight of the top fifteen evening programs... more 


than all other Cleveland stations combined! 


Add to this the fact that WGAR has the strongest, most 


listenable signal in Cleveland, in Akron, and in Canton! 
Here you have an open door to an assured audience in a 


rich market area. To sell them .. . simply tell them 
your sales story through Cleveland's: 


Friendly Station. 


*Cleveland Winter-Spring 


Hooper Report 


Dec. ’48— April ’49 


50,000 WATTS CWwelead 


Represented Nationally by Edward Petry & Co. 


Advertising Age, June 27, 1949 


Green Toothpaste 
Rivals Ammonia 
Based Products 


(Continued from Page 1) 
frices is preliminary evidence. Nc 
data has yet been presented to con- 
clusively prove that either type 
of tooth cleanser will prevent de- 
cay, although the evidence points 
in that direction. 

Chloresium, described by Dr. 
Rapp, is made by the Rystan Co., 
Mt. Vernon, N. Y. Rystan, an ethi- 
cal house whose sole products are 
chlorophyll preparations, has an 
exclusive license from the Lake- 
land Foundation, Chicago, to use 
the water soluble derivatives of 
chlorophyll in products having 
therapeutic value. 


ws Over a period of about ten 
years, Rystan has developed and 
marketed Chloresium ointment, 
nasal solution, aerosol solution, 
dental ointment and _ toothpaste. 
Lakeland Foundation has an im- 
portant patent covering the thera- 
peutic use of chlorophyll, and Ry- 
stan has patents (or patents pend- 
ing) on the formulas for each of 
its products. 

Since Rystan has the exclusive 
license from Lakeland, no other 
dentifrice manufacturers could 
market a chlorophyll paste with 
the Chloresium formula without 
a sub-license from Rystan—and 
Rystan to date has not granted any 
such sub-license. Thus, for a while 
at least, Rystan has the field all 
to itself. 

As an ethical house, the Mt. 
Vernon company prefers ethical 
advertising, and the relatively 
small advertising budget for this 
year will be used principally for 
ads in national dental journals 
and drug trade publications. No 
consumer advertising will be used. 

J. Walter Thompson Co. has the 
account. 


FCC Asked to End 
TV Station Freeze 
in Eleven Markets 


New YorK—The Television 
Broadcasters Association has asked 
the Federal Communications Com- 
mission for partial lifting to end 
the “freeze” order on new tele- 
vision station applications in 11 
market areas, comprising 22 chan- 
nels, where questions of inter- 
ference and station spacing, said 
to be the main reasons for the 
“freeze” order, are not factors. 

A letter signed by J. R. Poppele, 
TBA president, sent to the FCC 
last week, urged immediate con- 
sideration of the request “to al- 
leviate what is fast becoming a 
dismaying and deterring element 
in the progressive expansion of 
the television industry.” 

The 11 areas that could be freed 
of the restrictions according to Mr. 
Poppele, are: Amarillo, Corpus 
Christi and El Paso, Tex.; Denver: 
Sacramento, Cal.; Salt Lake City; 
San Diego; San Francisco; Seattl:; 
Stockton, Cal., and Tacoma, Was':. 


Gordon Baking to Ayer 


Gordon Baking Co., Detroit, h:s 
appointed N. W. Ayer & Son, Phi - 
adelphia, as its advertising agenc ’. 
A study will be made by Ayer be- 
fore preparations for a campais" 
are undertaken, according to Ric!'- 
ard Powell, account executive, w!° 
stated that Ayer will handle «!! 
advertising for Gordon products 1 
all territories. 


Names Freystadt Agency 

E. M. Freystadt Associates, N« 
York, has been appointed to ha - 
dle the advertising of Schill, Te’- 
hune & Co., New York, insurance 
broker. Newspapers and magazil °s 
will be used. 
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Ideas and Developments 


e@ Packaging 
@ Advertising 
e Display 


Introducing... 


EYEOMATI 


selling 


... the plus power of a package to 
move merchandise from retail shelf to 
shopping basket. 


... the plus power of a point-of-sale 
display to sway buying decisions. 

. .. the plus power of an outdoor pos- 
ter to command attention and promote 
reflex buying. 

... the plus power of advertising lit- 
erature to secure an audience and create 
desire for a product or service. 


Eye-o-matic selling is achieved in 
packaging and advertising materials by 
the U-S Printing and Lithograph Com- 
pany through a unique combination of 
merchandising sense, creative design, 
skillful handling of color and years of 
reproduction “know how.” 


Undivided attention 


 ompluhel wih US BRROMMAMIE ling 
@ pg ne MINIATURE of full color illustration by Maud 
ai, aarnaee Tousey Fangel shown on following page. This full 
+1... or color insert, originated and produced in its entirety 
by U-S, expresses more graphically than words what we mean by U-S EYE-O-MATIC Selling. ....... 
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INVITATION TO A RIDE—this poster gives you the feeling there is a difference—typical of a series 
produced by U-S for the Ford Motor Company for outdoor posting and for display in miniature 


FEEL the difference 


fa": 
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in dealer’s showrooms. Agency—J. Walter Thompson Company. 


NEW DELUXE MAGAZINE—Nation’s Heritage, 
selling for $30 per copy. U-S selected to repro- 
duce Grant Wood painting for cover by offset 
lithography in full color on special linen stock. 
A masterpiece of printing art. 


DOUBLE PLAY FOR PABST—alive with human 
interest, Pabst Blue Ribbon miniatures in 
special display frames for bars and taverns pro- 
vide a point-of-sale close-up of Pabst outdoor 
advertising. Both indoor and outdoor posters 
by U-S. Agency—Warwick & Legler, Inc. 
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“REINCARNATION” OF A LABEL—the Carnation 
Evaporated Milk label, recently streamlined 
by U-S for faster consumer identification and 
greater shelf strength. Note subtle but strik- 
ing change of new package at right. 


BEFORE AND AFTER—note the appetite-lifting 
appeal of new Baker’s Coconut cartons at the 
right. Redesigned for Franklin Baker Division, 
General Foods Corporation. New carton draws 
customers, increases mass store display possi- 
bilities of the product. 
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1 leudiwtdenl attention 


for your product 


...accomplished with U-S FVEOMATIC selling 


THE UNITED STATES PRINTING 
AND LITHOGRAPH COMPANY 


Executive Offices: Cincinnati 12, Ohio + Sales Offices in Principal Cities + PLANTS: Baltimore, Md.—Cincinnati, O.—Erie, Pa.—Mineola, N. Y.—St. Charles, Ill. 


Look to one source of undivided responsibility 
for Labels... Wrappers ... Folding Cartons ... 
Point of Purchase Displays ... Outdoor Posters 


... Calendars ... Direct Advertising Literature 


Advertis 


NAEl 
to Str 
Merc 


NEw 
mer con 
Adverti: 
tion, to 
will em 
function 
advertis 

James 
rector, 
las, wil 
from t 
view; D 
| rector, V 
on meal 
lations b 
papers, 
vertisin; 
ville Cc 
will tal 
general 
product: 

Clare! 
| minghar 
| will reg 
develop: 
| Newspri 
William 
and Joh 
Adverti: 
| Publishe 
on space 
ket, bur 
tories, ; 
store de 
| Duane 
Jones C 
“How Te 
paper 
Travis, 
tion Ser 
lems an 
and otk 
such sp 
opening 
ins with 

On W 
bers an 
ney to 
train, fe 
state ca 
becue, 2 
State-T' 


Ad Cor 
Week | 


Farm 
during | 
the Ad 
“stop a 
paign a 
will be } 
farm re: 
tices. N. 
will be 
iod by | 

Kits 
ads, fou 
Farm § 
been dis 
local sp 
materia 
unteer | 
Chicago 
Robert 
ind We 
nanage 

iana), 
nats al 
‘isemen 
tion in 
‘through 
location 


¥ Armed 


Plans 
idvertis 
irmed | 
ributec 
il to a 
luding 
lio, car 
lisplays 
or serv: 
ind ser 
is a de 
ire urg 
nethod: 
‘orces. 
ind J. 
the co 
for the 


Odquis 


Maur 
Kenyon 
aS accor 
nerly | 
ind acc 
Emmett 


sz i EAE ES eo Pa er = a lean ames a eee ae Cee s ae oe, Sie ene Ree Se ag ’ ra) ae gee eae oie ey emo. NG gt GP ME on ing ee 
ae ee a. eee ee. ara: . Pe ae ee eT re a a eee sik Zener We a pete eo eek ae A glsi no. so ea mesg, ©. ieteaeet aad Gave GNA os, we EB eee ee 8S 
ee a ee oe ee a a ee ere ee ey es ee Oe ae 
- . | 
i . * 4 ~~ 
Ld a 
. ' ae . 
a ' : 
s.* : 
. | 
‘ ’ ' 
: . 
; < “ 
- * ’ 
. : . - y 
. } — . 
7 ge 
: : 4 ma 7 
. P . "4 P 
~ = ‘ 
Py 4 . 
, - 
> 
. ‘ ' 
- - 
. i 
~ 
, « . 
~ 
; . . % 
" ~~. — 
a : ¢. q = 
- t : A ie J 
le a! ‘ 
. i +. : , st 4 
Lt | ) 
; > : : * ; 
4 ; : 
‘ - “Sa * 
. _ 
7 4 © b. - r 
7 "9 P a = “a 
’ 7 ‘ ‘ ” 
’ 2 om ‘ . tb ae 
- fs - F 
, 4 / 4 " - ~ : ie... y 
fa Ge : 4 - . — 4 og ee, 
/ .. x a. 
; a. . oe ‘ 
; uJ : ; : ring 4 a 
: F J : Le: ae 
4 ; ‘ o> a 
J 9 y a i pS e 
- + 
- & a eh. ae AS 
; ; t 2 ' : \ ‘ 4. + 
4 4 7 r 7 « ¥ . 4 7 : ‘ _ , 
> i ‘ a v Ao ty 7 ‘ 
¥ - = X : “A ’ La 7 
" ‘ : F - ~ | y 
a ne, ie WY \ TPs — Fe 
i | + > q 
— ‘ a> * + Oeil . 
os : > , we 
. .. : ~ ” md 
" : *, _ > 4 f att ae. 
. Weel) : tial >, + ee ad ee < " 
g y ; Drab $ a a 
eile P . o- —— : : 
ae - eS “> “a Se yh eee <d < 
a ¥ Ne — gf . 4 : id Ps 
: - , . 
~ , ogc a “E 
¢ ¥ 4 
. 4 ss 
® , a ” We * = ‘ _ 
. - ae” © 
| 7 
sp A Seat re a Bh neties et Tee CER Ne OL RE ge ER ehh, ewe nae aer Ma Fo yk oe EE, eh eee eee Cram ror ERG a hm aS Bp Ee SNe eae eRTRY exabee Fe teas, Bee SSR et Rr ha! SE Ae ce 4, SS ie rie 


Advertising Age, June 27, 1949 


NAEA Summer Meet 
to Stress Papers’ 
Merchandising Jobs 


NEw ORLEANS—The 1949 sum- 
mer conference of the Newspaper 
Advertising Executives Associa- 
tion, to be held here June 27-29, 
will emphasize the merchandising 
functions performed by newspaper 
advertising staffs. 

James M. Floyd, advertising di- 
rector, Lone Star Gas Co., Dal- 
las, will discuss special editions 
from the advertisers’ point of 
view; Don Bernard, advertising di- 
rector, Washington Post, will speak 
on means for achieving better re- 
lations between retailers and news- 
papers, and Ted Weil, national ad- 
vertising manager of the Louis- 
ville Courier-Journal and Times, 
will talk on methods for making 
general advertising schedules more 
productive. 

Clarence Hanson, publisher, Bir- 
'mingham News and Age-Herald, 
| will report on the formation and 
development of the Coosa Run 
|Newsprint Co. Harold Barnes, 
| William Greene, Dent Hassinger 
| and John Giesen of the Bureau of 
Advertising, American Newspaper 
| Publishers Association, will speak 
on space selling in a buyer’s mar- 
ket, bureau projects and case his- 
tories, and will report on chain 
store developments. 
| Duane Jones, president of Duane 
| Jones Co., on Tuesday will discuss 
“How Television Will Affect News- 
paper Advertising’; Robert A. 
Travis, president, Color Produc- 
tion Service, will cover the prob- 
lems and potentials in local color, 
and other speakers will talk on 
such special promotions as store 
openings, anniversaries and tie- 
ins with general campaigns. 

On Wednesday, the NAEA mem- 
bers and their families will jour- 
ney to Baton Rouge, by special 
train, for a sightseeing tour of the 
state capitol and a chicken bar- 
becue, as guests of the Baton Rouge 
State-Times and Advocate. 


Ad Council's Farm Safety 
Week to Start July 24 


Farm safety will be emphasized 
during the week July 24 to 30 by 
the Advertising Council in its 
“stop accidents” advertising cam- 
paign and special advertisements 
will be run in newspapers warning 
farm residents against unsafe prac- 
tices. National Farm Safety Week 
will be observed during that per- 
iod by Presidential proclamation. 

Kits containing three 600-line 

ads, four 100-line ads and a special 
Farm Safety Week drop-in have 
been distributed by the council for 
local sponsorship during July. The 
materials were prepared by vol- 
unteer agency Young & Rubicam, 
Chicago, under the supervision of 
Robert R. Burton, vice-president, 
ind Wesley I. Nunn, advertising 
nanager, Standard Oil Co. (In- 
iana), campaign coordinator. Free 
nats are available on all adver- 
‘isements. Plans for radio promo- 
‘ion inelude special handling 
‘hrough the council’s radio al- 
location plan. 


¥ Armed Forces Campaign 


Plans for the first coordinated 
idvertising campaign for all U.S. 
irmed forces are now being dis- 
ributed by the Advertising Coun- 
il to advertisers and media, in- 
luding newspapers, magazines, ra- 
lio, car cards and outdoor poster 
lisplays. Object is to build prestige 
or service men and service women, 
ind service in the armed forces 
is a desirable career. Advertisers 
ire urged to emphasize scientific 
nethods used in today’s armed 
orces. Gardner Advertising Co. 
ind J. Walter Thompson Co. are 
‘he council’s volunteer agencies 
‘or the campaign. 


Idquist Joins K&E 


Maurice V. Odquist has joined 
Kenyon & Eckhardt, New York, 
4S account executive. He was for- 
nerly director of merchandising 
ind account executive for Newell- 
Emmett Co. 


Ateco Appoints Howe 


Ateco, Inc., manufacturer of 
artists’ supplies and materials, has 
named Leland K. Howe Assoc- 
iates, New York, to handle its ad- 
vertising. Trade and consumer 
publications and direct mail will 
be used. 


Young Joins Politz 


Cyrus C. Young, formerly client 
research director, Audience Re- 
search, Inc., has joined the staff 
of Alfred Politz Research, Inc., 
New York. 


Drops Furniture Account 


W. B. Geissinger & Co., Los An- 
geles, has resigned the account of 
Balboa Pacific Corp., chrome fur- 
niture division. Current schedules 
in magazines and trade publica- 
tions will be fulfilled. 


To Mills, Lund & Mann 


Grant Wilson, Inc., and the So- 
ciety of Industrial Packaging and 
Materials Handling, both in Chi- 
cago, have appointed Mills, Lund 
& Mann, Chicago, as advertising 
and publicity counsel. 


Neogyn to Morey, Humm 


Neogyn Ltd., research laborato- 
ries, New York, has placed its ad- 
vertising with Morey, Humm & 
Johnstone, New York. National 
class magazines will be used for 
initial advertising of “Neogyn,” a 
collodial preparation for skin care. 


Buys ‘Airport Directory’ 
McGraw-Hill Publishing Co., 
New York, has purchased The Air- 
port Directory from Haire Pub- 
lishing Co. Publication of the di- 
rectory will be continued by Avia- 


tion Week, one of the McGraw-Hill 
publications. The directory was 
established in 1932 as an annual 
publication and national authority 
on airport facilities. 


$.S. SPECIAL 


FRISKET CEMENT 
$5.00pergal. $1.50perat. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50pergal $1 reat. 


| mm 5.5. RUBBER CEMENT CO. 


310 N. MICHIGAN AVE., CHICAGO 1, ILL. 


Good Man to Know 


This Oxford Paper Selector Chart is so informative, so 
practical, you'll find it an important time and trouble-saver 
in selecting the right paper for your job. Your Oxford 
Paper Merchant has one for you now—you'll find it just 
one of many reasons why he’s a good man to know! 


copy today. 


()xrorp PAPERS 
Help Build Sales 


If there’s no Oxford Paper 
Merchant near you, mail 


coupon for your FREE 


An extra reason why your 
Oxford Paper Merchant 


ey te 


Paper Selector Chart. 


Oxford Paper Company, Dept. 30 
230 Park Avenue, New York 17, N. Y. 


Please send me a copy of your new Oxford 


COMPANY... wc ccccccsescsesecs 
ADDRESS. ww ccc cscs cccecscese 
CEPT & ZOMR. pc cceveserns STATE.. 
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Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. . 
od Bethlehem, Pa. 

S ‘i Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jack: onville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . 
Milwaukee, Wis. 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 


New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 


| Rochester, N. Y. 

| Sacramento, Calif. 

| St. Louis, Mo. 

i 

I St. Paul, Minn. 

| San Bernardino, Calif. 
sarvues | Salt Lake City, Utah 

1 San Diego, Calif. 
Sees s i San Francisco, Calif. . 

San Jose, Calif. 

ls dk: I Seattle, Wash. 
svaede I Sioux City, lowa 

| Spokane, Wash. 


Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 

Toledo, Ohio 
Tucson, Ariz. ; 
Washington, D.C. . 
Worcester, Mass. 


Wilcox. Walter-Furlong Paper Co. 


-Green & Low Paper Co., Ine. 


.Allman-Christiansen Paper Co. 


Wilcox-Walter- Furlong Paper Co. 


Shaughnessy- Kniep-Hawe Paper Co. 


N 
.W. H, Smith Paper Corp. 
Carter, Rice & Co. Corp, 

.The Mudge Paper Co. 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
.Franklin-Cowan Paper Co. 
.Caskie Paper Co., Inc. 

. Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

.The Johnston Paper Co, 
The Whitaker Paper Co. 

. The Cleveland Paper Co. 
Scioto Paper Co, 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 


Blake, Moffitt & Towne 


.MacCollum Paper Co, 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
. Louisville Paper Co, 

. Western Newspaper Union 
.Roach Paper Co. 

“Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Louisville Paper Co. 
.Caskie Paper Co., Inc 

.C. H. Robinson Co. 

. Louisville Paper Co, 
.Everglades Paper Co. 


Sensenbrenner Paper Co. 

. Wileox-Mosher-Leffholm Co. 
. Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Ine. 
Bulkley, Dunton & Co., Inc, 
: Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co, 

Atlantic Paper Co. 


. Blake, Moffitt & Towne 
.General Paper Corp. 

‘ C. H. Robinson Co. 
.Blake, Moffitt & Towne 
.Carter, Rice & Co. Corp. 
.Cauthorne Paper Co, 
.Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


._Bermingham & Prosser Co. 


Tobey Fine Papers, Inc. 
Inter-City Paper Co. 
Blake, Moffitt & Towne 

. Western Newspaper Union 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 
.Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Ine. 
Blake, Moffitt & Towne 

The Mudge Paper Co. 
Carter, Rice & Co, Corp, 


Oxford Paper Company, 230 Park Avenue, New York 17, N. Y. 


a 


Oxford Miami Paper Company, 35 East Wacker Drive, Chicago 1, Ill. Mills at Rumford, Maine and West Carrollton, Ohio 
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The Efficiency of Sales Forces 


Walther Buchen, president of the 
Buchen Co., Chicago advertising 
agency, delivered a thoughtful, 
scholarly address to the Chicago 
Business Papers Association the 
other day, in which he reviewed 
the general business situation, with 
particular attention to its selling 
and advertising aspects. 

In the course of this talk, Mr. 
Buchen took exception—very seri- 
ous exception—to the commonly 
held notion that sales forces have 
forgotten how to sell. As far as 
competitive selling is concerned, 
he said, this statement simply is 
not true, as any buyer can testify. 

Defining competitive selling as 
that type of selling which has as 
its primary objective the taking of 
existing business away from a 
competitor, or the prevention of 
the loss of existing business to a 
competitor, Mr. Buchen insisted 
that sales forces generally are do- 
ing a good, and perhaps an ex- 
cellent job on this front. To as- 
sert that they are so rusty from 
years of order taking that they 
can no longer put up an adequate 
fight competitively is not realistic, 
he said. 

Where sales forces are definitely 
rusty, and far from a peak of ef- 
ficiency, he pointed out, is in cre- 
ative selling—the type of selling 
which creates and develops orders 


which did not exist before, and 
which would not exist if someone 
had not sold an idea that seemed 
worth while. 

It becomes immediately obvious 
that this is the kind of selling 
which has the largest impact on 
the economy. It is the kind of 
selling that enlarges the economic 
pie, to the benefit of all, whereas 
strictly competitive selling merely 
shifts the advantage, temporarily, 
from one company or organization 
to another. 

Right now, there are a host of 
substantial contributions which 
truly creative selling might make 
to the economy. Creative selling 
might induce a substantial number 
of businesses and industries, for 
example, to go ahead with the 
planned expansion which has been 
temporarily shelved. Creative sell- 
ing might convince a substantial 
portion of the public that it is not 
the part of wisdom to delay any 
longer the purchase of at least 
some of the things that could be 
used right now. Creative selling 
might even help, substantially, to 
change the general viewpoint of 
business from one of at least mild 
apprehension to one of, say, mild 
optimism. And such a _ change 
might in itself create enough go- 
ahead signals to start the economy 
rolling securely again. 


Where Are All The Postwar Miracles? 


What has happened to all those 
“miraculous” products we used to 
hear so much about—those amaz- 
ing things which were going to 
make the postwar period so in- 
finitely better, more exciting, 
more worth living in? 

What has happened to those 
dreams we used to dream of won- 
derful things that the men of 
science would lay at our feet? 
Are they, like the dreams of the 
poet who sat by the railroad track, 
just empties coming back? 

As we have remarked before, the 
only authentic merchandising mir- 
acles of the postwar period are 
two: A formula for curling your 
own hair, and an equally simple 
formula for cleaning your windows 
and other smooth surfaces. And, 
to our mind, neither classifies as 
much of a miracle, except from 
the standpoint of the merchandis- 
ing operation. 

The only authentic scientific 
miracle to which we are currently 
being exposed seems to be tele- 


vision, which is miraculous enough, 
but not exactly new. All the basic 
work on television, from the cre- 
ative standpoint, seems to have 
been done before the war, so that 
even TV cannot classify as a post- 
war miracle. 

It is always possible, of course, 
that the multitudinous miracles 
we used to hear about were merely 
figments of someone’s miraculous 
imagination, or not true miracles 
at all; perhaps just new gadgets 
or paint jobs applied to old mira- 
cles. 

We hope this is not true. The 
way the economy is swaying now, 
an authentic miracle would be a 
most welcome addition. It might 
get us off our present dead center 
position, and start things rolling 
again. 

So if you’ve got a genuine 
postwar miracle wrapped away in 
cotton wool somewhere, or if you 
know someone else who has, for 
heaven’s sake dust it off and 
bring it out. We can use it. 


—Electrical Merchandising 


“Grandpa has trouble with the fine print on the titles.” 


Case History 


Some time ago we had a de- 
tailed letter from a firm of man- 
agement consultants. They had a 
client who was looking for a man, 
a man with plenty of qualifica- 
tions. He should know sales and 
marketing, should have a broad 
background of experience, should 
have plenty of savvy and drive. 
The company was sizable, located 
in New England, and the salary 
was good. 

Weeks went by. Then months. 
Then came a letter. 

“Our activity in this matter has 
been concluded,” the letter said, 
“because of the company’s de- 
cision to promote to this position 
a qualified individual from their 
own organization. I am sure you 
will agree this is usually the most 
satisfactory procedure for filling 
such openings.” 

If this is “the most satisfactory 
procedure,” and if the company 
had “a qualified individual” right 
in the shop all along, it seems to 
us that all their management en- 
gineers did for them was to show 
them what was floating around 
loose in the job market. Or about 
what they might have gotten from 
a classified ad. 


Ad Nauseam 


A strong-stomached friend of 
ours passes along the following 
gem, which he clipped from the 
Houston Post, with the comment, 
“Seen anything to beat it lately?” 

“A LOCAL LADY SPIT 
UP ACID LIQUIDS FOR 
HOURS AFTER EATING 

For hours after every meal, a local 
lady used to spit up a strong, acidulous 
liquid mixed with pieces of half-digested 
food. She says it was awful. At times 
she would nearly strangle. She had 
stomach bloat, daily headaches and con- 
stant irregular bowel action. Today, this 
lady eats her meals and enjoys them. And 
she says the change is due to taking 
INNER-AID. No gas, bloat or spitting up 
after eating. She is also free of head- 
aches now, and bowels are regular, thanks 
to this Remarkable New Compound. 

INNER-AID contains 12 Great Herbs; 
they cleanse bowels, clear gas from 
stomach, act on sluggish liver and kid- 
neys. Miserable people soon feel differ- 
ent all over. So don’t go on suffering! Get 
INNER-AID. Sold by all drug stores. 

Adv.” 

This is vigorous, vivid writing. 
It brings the picture of the lady so 
forcefully to—uh—mind that we— 


ulp!—feel moved—ulp!—to—ulp! 


Fair Warning 

One Morris Brenner, liquor 
dealer of Stamford, Conn., has 
found this placard, which he gives 
away to his TV-set-owning pa- 
trons, a real business builder: 

“Hear Ye! All our friends who 
come to see our television pro- 
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grams purchase liquor at the Four 
Corners Liquor Shop, Long Ridge 
Road, and bring your own. We 
supply the programs, so YOU sup- 
ply the spirits.” 


Jottings 

General Aniline & Film uses a 
meteorological approach in busi- 
ness paper copy, and reports that 
in 28 U.S. cities (coast to coast) 
it’s rainy or cloudy 65% of the 
time... 

Spool Cotton Co. has a new 
teaching aid film on zipper instal- 
lations called “Zip, Zip Hooray”... 

When the employe publication 
of Lever Bros., the “Standard,” 
covered the Harriet Hubbard Ayer 
division, a sachet of Golden Chance 
powder was inserted inside the 
front cover. It was a sweet-smell- 
ing issue... 

Sign of the times: “Howdy folks, 

it’s been a long time since we had 
the pleasure of writing to you. We 
thought of your and our other 
friends during these years but— 
with lack of materials and short- 
ages on others—we were not in a 
position to serve you as we would 
like to. Lately, however, conditions 
have changed...” (from the letter 
of a New York electrical supply 
company)... 
_ Frank Block & Associates, a St. 
Louis public relations counsel, pre- 
pared a list of companies and agen- 
cies likely to hire advertising 
graduates and sent the list to the 
deans of eight colleges in Missouri. 
Mighty nice gesture... 

Odd promotion is used by 
WNEW, New York, which notes: 
“Remember, it takes a man to 
make a woman beautiful—a man 
like Richard Willis” (the station’s 
beauty consultant, who follows in 
the best tradition of newspaper 
beauty editors)... 

AT&T just announced a commu- 
nications link between the U. S. 
and Hong Kong. Finished it about 
the time conversations with Shang- 
hai became more difficult .. 

Optimism at last. The Oriental 
Rug Importers Association sees 
wholesale and retail prices of Ori- 
entals remaining firm and rising 
gradually... 

Ervin Hesser of Formfit Co. has 
designed a special tape measure 
for use in the corset department .. 

The University of Illinois’ report 
on the steps taken to secure the fu- 
ture of five communities near 
Bloomington makes interesting 
reading. It’s Circular 633, College 
of Agriculture, and some of the 
original material appeared in the 
Bloomington Pantagraph... 


Advertising Age, June 27, 1949 


Rough Proofs, 


When the Can Manufacturers’ 
Institute decided to abandon its 
advertising campaign, business ed- 
itors reporting the action nobly 
refrained from using the noun as 
the most appropriate verb. 


“Business dip to be _ investi- 
gated,” says a Washington story 
in the world’s greatest advertising 
journal. 

They want to find out whether 
it’s a dip or a slide. 


The Associated Business Publi- 
cations may expect to have its 
statement, “The buyer’s market 
has lowered the boom,” challenged 
by Mr. Clancy and all the little 
Clancys. 


Food mixes, reports This Week 
Magazine, have increased in num- 
ber from four to 200, and it’s just 
possible the customers are as 
badly mixed as the food products. 


Salesmen usually resent being 
called peddlers by anyone except 
themselves, but perhaps they’ll ac- 
cept the descriptive now that it 
has been conferred by the vice- 
president in charge of sales of the 
United States Steel Corp. 


Jackie Robinson and friends on 
the Brooklyn Dodgers baseball 
team may be accounting for the 
rising tide of color in the attend- 
ance records of the National 
League. 


Dexter Keezer points out that 
“gearing advertising budgets to 
sales rocks the boat in both direc- 
tions.” 

But few admen complain when 
it’s being rocked comfortably up- 
ward. 


Ronald A. MacEachern, editor 
of the Financial Post, Toronto, 
says he hopes the United States 
doesn’t talk itself into a depres- 
sion. 

He can count on production of 
conversation here continuing to 
break records, whether anything 
else does or not. 


Gladys the beautiful reception- 
ist says she thinks the scientific 
American would like to see science 
illustrated, but that advertisers 
always seem to prefer popular 
science. 


The best thing about televis«d 
baseball, some observers repoi', 
is seeing the umpire toss out a 
jawing manager who insists on 
holding up the game. 


A list service offers to supp ' 
the names of 5,000 expectai: 
mothers a week, an achieveme! ' 
which even the eminent Walt: 
Winchell could well be proud c . 


An agency looking for a cojy 
writer says its most likely a) - 
plicant will be “preferably marri: 
—no job-hopper.” 

Statistics show that married w - 
men don’t want their men to 
job hoppers. 


+ 


o 


The safety campaigns sponsor 
by the Advertising Council w 
reduce the casualties if not t 
volume of noise now being p! 
pared by enthusiastic youngste § 
for the Fourth of July. 
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| There can be only one first... and linage ; 
figures prove that in PHILADELPHIA the 
FIRST NEWSPAPER IS THE INQUIRER | 
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In the first 5 months of 1949 


THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN 
14,000,000 LINES — 

OF ADVERTISING” 


This is the largest volume ever published by any Phila- 


delphia newspaper in a similar period in any year—and is 
2,180,000 lines greater than the 2nd newspaper published. 
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*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg.,N.Y.C.,LOngacre 5-5232 ;ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward1-6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 448 S. Hill St., Los Angeles, Michigan 0578 
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Sponsored programs on 
NBC Television are viewed in nearly 


twice as many major markets 


as those on any other network.* 


* Averages from April Rorabaugh Report 
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Watson Named V.P. and A. M. 

Raymond C. Watson, formerly 
with Simpson-Reilly Ltd. West 
Coast publishers’ representative, 
has been named vice-president and 
advertising manager of J. J. Pub- 
lishing Co., Los Angeles, publisher 
of Trail-R-News, Motels & Courts, 
and Rabbits & Poultry. 


Cory Tells Pricing Policy 

Cory Corp. has announced its 
intention to continue its fair trade 
price policy on all products, make 
no reductions until manufacturing 
economies are possible, and then 
give distributors advance notice 
and 60 days’ protection on prices. 


STOCK CUTS 


mgtiqeneey Ie -page 
im of top illustra- 
tions to Ee cad Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, Californie 


Cincinnati Papers 
Limit Use of ‘Free’ 


CINCINNATI—The Cincinnati 
Daily Newspaper Publishers As- 
sociation has adopted a ruling that 
“the words ‘free,’ ‘give’ or ‘given’ 
may not be used in connection 
with any advertising offer if, di- 
rectly or indirectly, it is dependent 
upon the purchase of some other 
article or service.” 

In making the announcement, 
the publishers cite Federal Trade 
Commission rules and the “Guide 
for Retail Advertising & Selling,” 
published by the Better Business 
Bureaus, which suggest similar re- 
quirements, in the interest of 
avoiding false or questionable 
“free” offers. 

In addition, the new ruling as- 
serts: “The word ‘free,’ ‘give’ or 
‘given’ may be used if no direct or 
indirect purchase of some other 


article or service is required to 
obtain the ‘free’ offering.” 

Where the obtaining of one ar- 
ticle or service is dependent upon 
the purchase of another, the pape. 
recommends that advertisers use 
the phrase “included with,” al- 
though the phrases “at no extra 


charge” or “without charge” are 
acceptable. 
‘Media Digest’ Folds 


Harry Singer has discontinued 
publication of Media Digest, New 
York, a monthly newsletter started 
in 1944. He will be a consultant on 
media promotion. Edna Hoey, co- 
publisher, has established a service 
for advertising agencies located 
outside New York. 


Siegelson Joins Diana 

Edward Siegelson has been ap- 
pointed advertising and sales pro- 
motion manager of Diana Stores 
Corp., New York, which operates 
89 women’s apparel shops in the 


South Atlantic and East South 
Central states. Mr. Siegelson for 
the past ten years has been sales 
promotion manager at A. Holthau- 
sen, Union City, N. J., and previ- 
ously was with L. Bamberger & 
Co., Newark, and Namm’s, Brook- 


lyn. 


Daystrom Appoints Simpson 


Homer A. Simpson, formerly 
vice-president and a director of 
American Fixture & Mfg. Co., St. 
Louis, has been named vice-presi- 
dent in charge of sales of Day- 
strom Corp., Olean, N. Y., manu- 
facturer of chromed tubular steel 
furniture. 


Promotes New Typewriter 

The Underwood rhythm touch 
deluxe, new typewriter with a 10” 
writing width, produced by Under- 
wood Ltd., Toronto, is being pro- 
moted in large space newspaper 
ads in selected areas in Canada. J. 
J. Gibbons Ltd., Toronto, is the 
agency. 


It’s only a few Billion Dollars. but 
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You WILL get Your share if you use the 
advertising facilities of Radio WOW —the 
ONLY single advertising medium that covers 
the vast territory within 150 miles of Omaha in 
every direction—450,000 families who listen to 
WOW (BMB figures)—who spent $4,000.00 
per family in 1948, and will, in the most pessi- 
mistic view, spend only a little less in 1949. 


For availabilities see your John Blair man, 
or telephone Omaha, Webster 3400. 


* (Based on SALES MANAGEMENT'S figures—May 10, 
Survey of Buying Power—except for lowa, which is based 


on state tax receipts.) 
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$2,995,897,000.00... 


1948 Retail Sales* in WOW-LAND counties (BMB) 


All authorities agree this year’s retail sales may be sli ghtl y 
lower... BUT ... they also say... 


of 1949 retail sales will be made in the 
third quarter—July, August, September; 


of 1949 retail sales will be made in the 
fourth quarter—October, November, December. 


Bott is yorto come 


GET YOUR share of the... 
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22% spent in food stores; 11% 
6% Spent in apparel stores; 10% 

30% Spent in general merchandise stores; 18% Spent in other retail outlets. 
4% Spent in furniture stores; 


RADIO STATION 


Spent in stores selling motor vehicles & parts; 
Spent in lumber and building material retail outlets; 


2 ae a oe ee ae ee” 


i OMAHA, NEBRASKA 
: * NBC - 5000 WATT 


John J. Gillin, Jr., President & Gen'l Mgr. 
John Blair & Co., Representatives 
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British Space Ads 


Move Up 22% During 


First ‘49 Quarter 


Lonpon—Advertising in British 
publications soared 22%, in dollar 
volume, during the first quarter 
of 1949, with all types of media 
showing gains over the correspond- 
ing 48 quarter, according to Sta- 
tistical Review. 

The cost of space used in news- 
papers, magazines and trade publi- 
cations amounted to $25,962,000 
during the first three months this 
year, compared with $21,215,000 
during the °48 quarter. London 
morning papers showed the great- 
est percentage increase, more than 
34%. Provincial papers marked 
up the smallest gain as a group, 
with less than 1%. 

If the volume of publication 
advertising continues through the 
remainder of the year at the leve) 
established during the first quar- 
ter, Statistical Review pointed out, 
the annual total will reach $104,- 
000,000, a figure which is only 
about 10% below the total of 
$114,800,000 recorded in 1938, the 
last full prewar year. 


# London morning papers led the 
field in dollar volume during the 
first quarter, with a total of $7,- 
367,000, with magazines close be- 
hind, at $6,949,000. Other totals 
included: Provincial dailies, $3,- 
539,000; national Sunday papers, 
$3,196,000; London evening papers, 
$1,831,000; trade papers, $1,144,- 
000, and technical journals, $861,- 
000. 

Government advertising alone 
accounted for about 6.5% of the 
total expenditure for all adver- 
tising, amounting to $1,703,000. The 
main spenders included the Na- 
tional Savings Committee, with a 
total of $274,800; production prop- 
aganda, $219,600; Ministry of Food, 
$218,800; British Railways, $156,- 
400; and British Electricity Au- 
thority, $119,600. 

Among the major product classi- 
fications, however, medicinal ad- 
vertising exceeded the government 
total, amounting to $2,140,000, or 
slightly more than 8% of all ad- 
vertising. Principal groups in this 
category included aspirin and 
headache remedies (33 products), 
$277,000; indigestion remedies (25 
products), $289,000; cough and 
cold remedies (55 products), $361,- 
000; laxatives (40 products) , $293,- 
000; vitamin preparations (23 
products), $272,000, and all other 
medicinal products (105), $646,- 
000. 

Among other groups, leading 
users of publication space _in- 
cluded: Beef extracts (9 products), 
$314,800; dentifrices (20 brands), 
$379,200; furniture (62 adver- 
tisers), $308,800; health and baby 
foods (37 products), $499,200; mo- 
tor cars (43 makes), $316,000; 
radio and television sets (49 sets), 
$336,400; women’s and children’s 
outerwear (121 advertisers), $51 ),- 
600, and household soaps (4! 
brands), $637,200. 


Distributes New Pencil Display 


Eagle Pencil Co., New York, |s 
distributing its new Turquoise 
Prestomatic drawing lead holder 
in a new set-up box with a spe- 
cially designed insert display pan”!. 
The panel is shipped in each bx 
of one dozen holders and is  ¢°- 
signed to slip into place at ‘1 
rear of the box. It is black on sil\ er 
pyroxylin stock to conform w th 
the silver of the individual box °s 
Display and boxes were manuf: ¢- 
tured by Dennison Mfg. Co., Ma'!- 
boro, Mass. No supporting adv: '- 
tising or promotion is said to 2. 
planned at present. 


Shroui Appoints Vider 


Leo F. Vider, formerly in the e- 
tail advertising department ° 
Montgomery Ward & Co., has be? 
named assistant art director of 
Shrout Associates Advertising, C 1- 


cago. 
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|5 revealing new studies ¥ 


fo give greater precision to VOur 
magazine advertising expenditures : 


4 
T The new 1949 Magazine Audience Group Study of Collier’s, 
e Life, Look, Post. 
| ad- ; 
_— y ) Anewstudy of the retailer audiences of Collier’s, Life, 
l ad- 
and 
icts ) 
s (25 al 
and ; : ae 
= | A new study of the female audiences of Collier’s, Life, Look, 
23 . . 
a. e Post, Good Housekeeping, Ladies’ Home Journal, McCall’s, 
3646 a . . . . 
= Woman’s Home Companion. This study includes female audience 
adin 
ay duplications and combinations. 
inds), 
dver- 
baby 
» Mor . i 
8,000; A new study of product purchases by individual readers of 
sets), 
as, ] e Collier’s, Life, Look, Post, and the women’s service magazines. 
(41 
mr A new study of product ownership in families reached by ; 
yuo!se . . ° bd 
ee e Collier’s, Life, Look, Post, and the women’s service magazines. 
1 spe- 
pan ®! 
h box 
is (Ce 
it the 
sil, er 
ee INTERVIEWS AND FIELD WORK on all these studies 
box . . . . 
7s. are already completed. Reports will be issued within 30 days, 
adver according to the present program. Be sure to consult them 
) ° 
os before releasing your Fall schedules... and before you plan 
your lists for next year. 
my “i Write us now for priority handling—to receive any or all 
s been of these studies as soon as they are available. Address 
“¢3 ai- LOOK, 511 Fifth Avenue, New York 17, N. Y. 
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Textron Names Swartz A. M. 


George F. Swartz, formerly sales manicure products, 


Was an account executive with N. 
W. Ayer & Son. 20 years. 


Gardiner to Elizabeth Arden Eastman Branch Moves 


and advertising of Schnefel Bros. 
Corp., Newark, manufacturer of 
: to become 
cet houstiting pend a executive vice-president and gen- 
Deetten Inc Mew York. Before eral manager of Elizabeth Arden 
joining "Textron in 1945 ‘he. wee aw Corp., New York. Edward W. 
sales promotion manager of Con-|; en ~ r eng s od 
goleum-Nairn, and before that oo © ee en a oe 

J *| with the organization for the past 


, Eastman Kodak Co.’s New York 
Carl Ww. Gardiner has resigned | branch distribution unit has moved 
as vice-president in charge of sales|to 1334 York Ave., New York. 


STEWART, DOUGALL SURVEY 
PROVIDES PROOF POSITIVE 

THAT $/és ARE PREFERRED 
PROSPECTS. 


The median annual combined fam- 
ily income of an Elk is $5,472.33— 
twice that of the national average 
—your assurance that nearly a mil- 


lion Elks have ample ability to buy. 


A hefty 68.9% —7 out of 10 Elks 
—own their own homes... and 


94.1% raid their own refrigerators. 


Elks are enterprising too—51.9% 
are business owners... 46.1% are 
administrative and operating execu- 
tives...11.6% are professional 


men. 


YOU'LL SELL IT, IF YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK + CHICAGO * DETROIT + LOS ANGELES 


Sears’ New Catalog 
Prices Average 8% 
Lower than Year Ago 


Cuicaco—Lower prices, “really 
lower prices,” get the emphasis in 
the 1949 fall and winter general 
catalog that Sears, Roebuck & Co. 
started distributing to its mail 
order customers last week. 

Prices in the new 1,380-page 
book, largest general catalog is- 
sued by the company since the fall 
of 1941, average 6.5% lower than 
those in the current catalog and 
are 8% lower than those of a year 
ago, according to T. V. Houser, 
Sears’ merchandising vice-presi- 
dent. 

Front cover of the catalog passes 
up the customary illustration in 
favor of a price message to cus- 
tomers, stressing that Sears’ prices 
really are lower, that “we guar- 
antee to save you money” and “we 
guarantee to give you the im- 
mediate benefit of any lower prices 
after the catalog is printed.” 


s Price cuts have been effected on 
62% of the nearly 100,000 items 
listed in the new books, Mr. Houser 
said, and average reductions in 
some lines, compared with the cur- 
rent spring and summer catalog, 
are as high as 31%. Automobile 
batteries and armored cable are 
in that category. Other major re- 
ductions include: Automatic hot 
water heaters, refrigerators, stoves 
and washing machines, 9-11%; 
sheets and sheeting, 15%; power 
tools, 11%; paints, 12%; flannel 
yard goods, 19%; piece goods, 11%; 
lingerie, 12%, and men’s work 
clothing, 10%. 

The price comparisons are based 
on a sampling of 2,000 items in 
the current and new catalogs. 
Prices on 35% of the items were 
unchanged, and 3% showed “mod- 
erate price increases.” 


Gemex Launches Campaign 


Gemex Co., Union, N. J., is pro- 
moting its new Gemex Gem ex- 
pansion bracelet for women with 
national and trade publication ad- 
vertising. A full-page, four-color 
ad appears in the June 25 issue 
of The Saturday Evening Post; 
two-page, four color inserts are 
appearing in current issues of Jew- 
elers’ Circular-Keystone; Jeweler; 
Pacific Goldsmith, Mid-Con- 
tinent Jeweler and Southern Jew- 
eler; and four-page, four-color in- 
serts in National Jeweler and 
Northwestern Jeweler. The adver- 
tising will be supplemented with 
point-of-sale helps. In addition, it 
is reported, a fall schedule is being 
planned. 


Atlas to Use Magazines 


Atlas Supply Co., Newark, will 
launch its first national magazine 
advertising campaign on tires and 
automobile accessories in July with 
four-color pages every two weeks 
through the remainder of the year 
in Collier’s and The Saturday Eve- 
ning Post, and seven four-color 
pages in Country Gentleman. While 
this is the first time Atlas has 
used publication advertising, it has 
used outdoor advertising consist- 
ently for many years. McCann- 
Erickson, New York, is the agency. 


Sylvania Electric Forms 
Canadian Subsidiary 


A Canadian subsidiary to man- 
ufacture fluorescent lamps and 
other lighting equipment has been 
formed by Sylvania Electric Pro- 
ducts, Inc., New York, and will be 
known as Sylvania Electric (Can- 
ada) Ltd. A plant has been leased 
at Drummondville, Que. Officers 
of the new subsidiary include: F. 
J. Healy, president; R. H. Bishop, 
vice-president; William O’Keefe, 
secretary, and M. F. Balcom, treas- 
urer. 


Smart Joins Blair-TV 


Harry B. Smart, formerly with 
Dancer-Fitzgerald-Sample, has 
joined the Chicago staff of Blair- 
TV, television station representa- 
tive. 
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Don Francisco, vice-president of J. Walter Thompson Co., New York, 
has a new title. Michigan State College, East Lansing, has awarded him 
an honorary degree of Doctor of Science. .. Honor guest at a luncheon 
held in New York by the National Association of Radio Station Rep- 
resentatives was Hines Hatchett, New York manager of the John E. 
Pearson Co., who is leaving the representative field to go into the 
manufacturing business. . 

Ivor Kenway, American Broadcasting Co. vice-president in charge of 
advertising, promotion and research, has been elected to the board of 
directors of the Salvation Army Association of New York. . . Wedding 
bells rang June 17 for Lisa McGraw, daughter of Mr. and Mrs. Curtis 
W. McGraw, and James L. Stoltzfus. The bride’s father is treasurer 
and vice-chairman of the board of McGraw-Hill Publishing Co. . . 

St. Louis University chose Clarence Francis, chairman of the board, 
General Foods Corp., as its commencement speaker. .. Henry T. Ewald, 
president of Campbell-Ewald Co., Detroit, will serve the Arthritis and 
Rheumatism Foundation as a member of the executive committee and 
board of directors. . 


AT IAA OUTING—Totting up their scores at the Plandome, L. |., outing of the In- 

dustrial Advertisers Association of New York are (top row, left to right): Jack 

Higgins, Manning, Maxwell & Moore; George Perry, Whitehead Metal Products Co.; 

Wallace Osborne, Keeney Publishing Co., and Maurice Phillips, International Nickel 

Co. Bottom row (left to right): Warner Lumbard, Simmons-Boardman Publishing 

Corp.; Sidney McCrum, Wickwire-Spencer Steel; J. J. Door, Cities Service Oil Co., 
and Charles Simonson, Simmons-Boordman. 


Congratulations to Mr. and Mrs. William Templeton on their second 
joint production, Paula Ann. Mr. Templeton is production manager of 
radio and television for Kudner Agency, New York... 

Winners in the Chicago Agate Club’s golf tournament, held early this 
month at Skokie Country Club, were E. A. Fox, Macfadden Publications, 
low gross; R. V. Robinson, Popular Mechanics, low net; Jack Kincaid, 
Crowell-Collier, 2nd low net, and Thomas Verschuur, Macfadden, high 
gross. The door prize was won by Bud Rogers, of Sports Afield. . . 

Walther Buchen, Chicago agency head, has taken the chairmanship 
of the business division of the Chicago Heart Association's 1950 fund 
raising drive. .. BBDO Vice-President Willard Pleuthner was master 
of ceremonies at the 154th alumni luncheen of Union College, Schen- 
ectady. He’s a member of the class of ’24, which held its 25th reunion. . . 

Western Advertising Golfers Association’s outing in Minocqua, Wis., 
was the biggest in years—57 members and guests turning out for three 
days of golf and fishing. Best golfer was Ted Fox of True Story, with 
gross scores of 76, 72 and 79 for the three days; best fisherman was 
Cliff Bolgard, Sherman & Marquette, who caught several northern 
pike and a string of walleyes. Ed Cashin, of BBDO’s Minneapolis office: 
Paul Gerot and Bob Keith, of Pillsbury Mills; Bob Rolfs, of Amity 
Leather; L. E. Tollack, of West Bend Aluminum, and Leonard Trem- 
blay, of Cudahy, were among the guests. . . 

Mrs. Irene R. Bedard, assistant business manager and nat’] ad man- 
ager of the Daily Tribune, Hibbing,*Minn., was elected president o 
the National Federation of Press Women at its Kansas City meetin: 
early this month. . . It will be a June 30 wedding in Evanston, II! 
for Ann Libberton, NBC Chicago TV script girl, and Richard L. Davis. 
radio and television director of Foote, Cone & Belding. . . 

Frank X. McCormick, mgr. of American Type Founders Sales Corp.'s 
Cleveland branch, has been reelected pres. of the ATF Honor Club. 
organization of the company’s top salesmen. . . Newly elected directors 
of the Minneapolis Better Business Bureau are Joyce Swan, v.p. o! 
the Star and Tribune; F. Van Koynenberg, WTCN; Abbott Washburn 
General Mills, and Joe Witmer, Dayton Co. . . 

Loyd Ring Coleman, manager of the Australian subsidiary of J 
Walter Thompson Co., who recently visited the agency’s home offic« 
in New York, attended the congress of the International Chamber o 
Commerce in Quebec. . . Edward J. Noble, chairman of the board o 
the American Broadcasting Co., New York, now holds the Swedis! 
Pioneer Centennial medal. . . 

Comings and goings—European division: Frank Stanton, presiden’ 
of Columbia Broadcasting System, is back at his desk after a two- 
months’ vacation abroad, with stops in England, France and Germany. . 
Also back at work after a European jaunt is William N. Lee, ad man 
ager and purchasing agent of F. Schumacher & Co., New York. . . Jus 
starting a European vacation is Thomas D’Arcy Brophy, chairman o 
the board of Kenyon & Eckhardt, New York. . . Other Europea! 
vacationers include Mr. and Mrs. Redfern Hollins. He is promotio’ 
manager of Factory. . . 
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SHORT COPY keeps ’em reminded 


"The hot weather 
cracker" 


“In selling RITZ crackers, we tell as many people as possible about them 


—and keep telling them right up to the point of sale. Outdoor adver- 


tising has proved highly effective as an integral part of our program.” 


GEORGE OLIVA 


Director of Advertising 
NATIONAL BISCUIT COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Peoria Adclub Elects Roake 


S. Douglas Roake, Central Illi- 
nois Laboratories, Inc., has been 
elected president of the Peoria Ad- 
vertising and Selling Club. Others 


| elected include: Lester O. Schriver, 


Aetna Life Insurance Agency, 


' vice-president; Willard M. Waugh, 


Pabst Sales, Inc., secretary-treas- 
urer, and Ray A. Neumann, Peoples 
Federal Savings & Loan Associa- 


| tion, associate secretary-treasurer. 


| _ Battista Names Detroy 


Peter J. Detroy has been named 
an account executive of William 
A. Battista, Inc., New York agency. 


SIGHS OF LONG LIFE™ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* 
900 Kibby $t., Lima, 


Six Cities Plan for 
International Trade 
= = ’ 
Fair Like Canada’s 

WaASHINGTON—The successful 
Canadian International Trade Fair 
at Toronto has stimulated six 
cities in the United States to 
consider seriously the possibility 
of staging similar events on Amer- 
ican soil, according to Dr. Jacques 
Kunstenaar, specialist in charge 
of fairs and expositions, U. S. De- 
partment of Commerce. 

In addition to Atlantic City and 
Detroit, which are actively en- 
gaged in formulating plans for in- 
ternational trade fairs, Chicago, 
Dallas, Boston and New York are 
also studying the possibility of 
setting up such fairs. 

The ideal situation, according to 
Dr. Kunstenaar, would be a series 
of U. S. fairs, so scheduled that 


foreign exhibitors could travel 
across the country and participate 
in each successive fair in the var- 
ious industrial sections of the coun- 
try. Glen Bannerman, director of 
the Canadian fair, also favors the 
series of U. S. expositions, since 
he feels that they would attract 
more exhibitors to the Canadian 
event. 

Convention & Trade Shows, trade 
publication serving the exhibition 
field, has sent a staff member, 
Mrs. Carole May, to Europe to 
gather data on the approximately 
30 fairs which have been suc- 
cessfully running abroad. 

Mrs. May will visit Paris, Am- 
sterdam, London and Oslo to see 
officials of the European trade 
fairs, and to make contact with 
potential exhibitors for similar 
events in the United States. 

Dr. Kunstenaar, incidentally, has 
pledged Commerce Department aid 
to any cities planning an inter- 


national exposition—although such 
aid does not include financial as- 
sistance. 


Crucible Steel Opens 4 Drives 


Four concurrent advertising 
campaigns have been started by 
Crucible Steel Co. of America, 
New York, in 33 management, 
business and industrial papers. 
Most of the ads will be double- 
page, in two colors and will run 
for the remainder of this year. 
They will cover stainless steel 
sheet, welded stainless steel tub- 
ing, hollow drill steel and ware- 
house service. G. M. Basford Co., 
New York, is the agency. 


Joins American Steel & Wire 


M. J. Wurzbach, formerly di- 
rector of customer and public re- 
lations of American Greeting Pub- 
lishers, Inc., has joined the public 
relations staff of American Steel 


& Wire Co., Cleveland. 


GEARED 


There’s no waste here! .. . 
pair efficiently geared in the all-important ways. 


1. Geared—in Circulation! 


. either one or the other . . . go into just 


them! They . 


rf 


low down a coupte of whirling meshed gears . 
see they turn in different directions! 


Here are a 


You saturate the 


... They Move in Different Directions! 


.. and you'll 


rhat’s the secret of gears—and of the extraordinary effec- 
tiveness of the New Orleans Times-Picayune and States— 
they move in different directions! 


sales-making 


market with 


about every New Orleans home. Actually they give you more 
metropolitan circulation than there are homes. Yet carrier rec- 


ords show only 15.2% duplication. And . 


. add to this 80- 


thousand trade area homes. There’s circulation ideally geared! 


2. Geared—Editorially! 


Each staffed and edited independ- 


ently of the other has its own broad responsive reader accept- 
ance. Two influences work for you. . . morning and eve- 


ning. 


3. Geared—Cost! You get both at one low cost geared to 


your budget! 


Ask Jann & Kelley, Inc., for the complete geared-for-suc- 
cess story and. . . shift into high in New Orleans! 


Tew Onleanea 


TO SELL 


TIMES-PICAYUNE and STATES 


THE NEW ORLEANS MARKET 


ial: 


| > 


Moving in different. directions! 


June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference,..Congress Hotel, Chicago. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 
Drake Hotel, Chicago. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 


Oneida Schedules Drive 
for New Evening Star Pattern 


An extensive campaign launch- 
ing the new Community silverware 
pattern, Evening Star, will be used 
by Oneida Ltd., Oneida, N. Y., 
in full-color pages in 13 national 
magazines between Aug. 15 and 
Sept. 13. The magazines include: 
American Magazine, Charm, Cos- 
mopolitan, Glamour, Good House- 
keeping, Household, Ladies’ Home 
Journal, Life, Look, Mademoiselle, 
McCall’s, Redbook and Woman’s 
Home Companion. A second cam- 
paign beginning in October will 
use Harper’s Bazaar, House & Gar- 
den, House Beautiful, and Vogue. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Westinghouse Promotes Two 


John M. McKibbin, recently 
elected vice-president of Westing- 
house Electric Corp., Pittsburgh, 
and former head of advertising 
and sales promotion, has _ been 
named general manager of con- 
sumer products, heading the ap- 
pliance and home radio divisions. 
John K. Hodnette, vice-presidert 
and head of the transformer div - 
sion, Sharon, Pa., has been ap- 
pointed staff supervisor of all sales 
ee marketing on a company-wide 

asis. 


Shifts Asdel and Betts 


Fred B. Asdel Jr., manager of 
the New York agency of Mergen- 
thaler Linotype Co., has been ap- 
pointed manager of the company s 
Pacific Coast agency in San Frar - 
cisco. He succeeds Harry W. Port:, 
who has been made director «f 
sales. Edward D. Betts, in the exec - 
utive sales department of Merger - 
thaler in Brooklyn, has bee 
named manager of the New Yor< 
agency, replacing Mr. Asdel. 


Two Appoint Goldgar 

Mike Goldgar Co., Boston, his 
been retained to handle the ac- 
vertising of Lang-Gregory Cv. 
Worcester, Mass., men’s wear, u:- 
ing magazines, and Windsor Toff« e 
Co., Boston, using trade publica- 


tions. 
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WPIX Ends First 
Year with 24% of 
Its Time Sold 


New Yorx—Eighty-eight spon- 
sors—44 of them national adver- 
tisers—have bought time on WPIX 
during the Daily News station’s 
first year of commercial telecast- 
ing. WPIX went on the air June 
15, 1948. 

In addition, 73 other advertisers, 
66 of them local, participated in the 
Saturday night “Your New York” 
program. 

Some 55 companies bought 80 
hours and 15 minutes of WPIX 
time during May. This was 34% 
of the total programming during 
that period. As of July, 1948, the 
first full month of business, 9% 
of the program time was sold to 
seven advertisers. 

Liggett & Myers, which through 
Newell-Emmett Co. carries -the 
Giant baseball games on WPIX, 
probably accounts for more of the 
station’s revenue than any other 
advertiser. 

Other big buyers include: Sun- 
set Appliance Stores, which carry 
one night of wrestling, one night 
of boxing and two 15-minute pre- 
baseball game programs weekly 
(direct); Ripley Clothes (Bobley 
Co.), wrestling, and R. & H. Brew- 
ing Co. (Paris & Peart), boxing. 


as WPIX, which is on the air an 
average of 45 hours weekly, has 
been a pace setter in film program- 
ming—notably for its series of 
24 Sir Alexander Korda produc- 
tions, which many critics consider 
the best motion pictures yet made 
available to television. 

Rights to these pictures, which 
starred such film greats as Charles 
Laughton, Ralph Richardson, Elsa 
Lanchester and Douglas Fairbanks 
Jr., reportedly cost the station 
$125,000. During the year for 
which the rights were assigned to 
WPIX, it syndicated the movies 
to 26 other stations. Not enough of 
them carried the full series to 
permit the station, which carried 
all 24 on a sustaining basis, to 
break even on the deal. But station 
executives feel that the prestige 
and audience gained by the series 
fully justified the expenditure. 

New York’s only independent 
television station, like its network- 
owned competitors, does not expect 
to get its books in the black right 
away. “Some time in 1950” is the 
latest prediction from Robert L. 
Coe, station manager. 


Belnap & Thompson Issues 
‘Sales Manager's Guide’ 


Belnap & Thompson, Chicago 


firm specializing in sales promo- 
ton through merchandise prizes, 
has issued a booklet, “The Sales 
Manager’s Guide,” listing about 
1,000 brand-name merchandise 
prizes available to sales managers 
who wish to use the merchandise 
Incentive plan. 

Also included is an eight-page 
Section on sales training funda- 
mentals, a shopper service for 
prizes not listed, a quarterly 
prize selector offering seasonal 
prizes, and a new, simplified plan 
fo» ordering prizes. Copies are 
available from Belnap & Thomp- 
soi, Palmer House, Chicago. 


Disston Appoints Nicholson 

Sharles V. Nicholson, assistant 
Minager of the export sales di- 
vi ion of Henry Disston & Sons, 
Philadelphia, has been named 
minager of the division, effective 
July 1. A. Stewart Hunt, with the 
conpany for 38 years, will retire 
@S manager at that time. 


WCBS-TV Doubles Power 
VCBS-TV, New York, began 


°p-ration June 20 on its improved 
‘igaal of 9.1 kilocycles of effective 
ta_iated power, double its former 
strength. 


Jr. Adwomen Elect Fallgren 


The Los Angeles Junior Adver- 
tising Women has elected Marjorie 
Fallgren, Foote, Cone & Belding, 
president. Other officers elected 
are: Gladys Simon, Facts Con- 
solidated, lst vice-president; Nan- 
cy MacGonagle, C. Church More 
& Co., 2nd vice-president; Helen 
Florer, Western Badge & Trophy 
Co., treasurer; Betty Martin, Facts 
Consolidated, recording secretary, 
and Roberta Boone, Facts Con- 
solidated, corresponding secretary. 


Kyle-Reed to Howe Agency 

Leland K. Howe Associates, 
New York, has been named to 
handle the advertising of the 
Kyle-Reed division of Americraft, 
manufacturer and retailer of 
lamps. Trade and consumer pub- 
lications and direct mail will be 
used 


Art Directors Elect Evans 
Edward Evans, of John Falkner 

Arndt & Co., has been elected 

president of the Art Directors 


Club of Philadelphia. Other of- 
ficers are: William Maxwell, 
Hutchins Advertising Co., vice- 
president; Carl W. Eichman, Gen- 
eral Outdoor Advertising Co., 
treasurer, and Albert E. Andrews, 
secretary. 


Taylor-Borroff Moves 


Taylor-Borroff & Co., radio sta- 
tion representative, has moved its 
Dallas offices from the Construc- 
tion building to the new M & W 
Tower building. 


vay 


Lenchner Becomes Partner 


Stanton M. Lenchner, who has 
been handling radio accounts for 
Susman & Adler, Pittsburgh 
agency, since 1947, has been made 
a junior partner in the agency. 


Names Keelor & Stites 


Parkview Markets, Inc., has ap- 
pointed Keelor & Stites Co., Cin- 
cinnati, to handle its advertising. 
Radio and television are being 
used. 
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St, LOCAL MERCHANTS 
TIE-IN ADVERTISING fF 
IN S. D. DAILIES — 
SELLS YOUR q 
PRODUCT LOCALLY § 


Use the two right angles in boosting your sales 
in rich, responsive South Dakota! Advertise in 
South Dakota Dailies where your product ad- 
vertising doubles its impact with consistent local 
tie-in campaigns! Give your product greater 
push from every promotion dollar! 

South Dakota’s market is not influenced by 
any metropolitan daily! ONLY locally managed, 
locally edited South Dakota Dailies carry your 
campaign into 9 out of 10 South Dakota homes 
and convert it into increased 
sales .. . ONLY South Dakota 
Dailies coordinate your cam- 
paign through local tie-in pro- 


motions that follow 
through... ONLY 
South Dakota Dai- 


5. D. DAILIES — 
BUYER’S GUIDE 
IN A BUYER’S 
MARKET! | 


ii 


Write For Complete 

Facts On Tapping the 

Reservoir of Buying 
. Power In 

Rich South Dakota 


and alll buying ia locak | 


The Local S. D. Dailies reach 7 0x7 of /0 
families=—both rural and urban 
=—in the zcZ, resZouswe S. D. market? 


lies have the established reader appeal and 
reader response to boost your brands to the top 


of the list! 


More than $300,000,000—not counting in- 
vestment savings—is waiting to be spent in this 
rich region of ready money. South Dakota’s great 
wealth is firmly rooted in a fertile agricultural 
economy that is pouring a silver stream of dol- 
lars into the hands of rural and urban residents. 
More than six billion, three hundred and sixty 
million dollars will be spent on the Missouri 
River Plan to further improve one of the na- 
tions’ greatest agricultural states! 

Reach this vast market through Jocally man- 
aged, locally edited South Dakota Dailies—the 
ONE media that will deliver more sales for every 


advertising dollar! 


Comprise Six Locally Managed and 7 
Locally Edited Newspapers Serving the 
Six Primary Markets of South Dakota. 
Both Rural and Urban. 


LOOK INTO 


Abundant natural resources . . . friendiy American labor 
_..a fine highway system that is constantly being im- 
proved and expanded by the State Highway Commis- 
sion . . . unexcelled recreation in a lush, luxuriant Land 
of Infinite Variety that offers rich resources of lakes, 
forests, mountains and streams. . 
kilowatts of electricity to be provided by the great 
Missouri River Plan . . : 
tages manufacturers and distributors find in pro- 
gressive South Dakota where the hand of 
hearty hospitality is extended to all businesses 
planning expansion or pea 


OPPORTUMIMLAND 


. 800,000 additional 


. these are extra advan- 
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To Get 300 More 


TH 


Dealers, Packard 
Runs Ad 3 Months 


Detroit—Packard Motor Co. 
has opened an unusual advertis- 
ing campaign to attract a min- 
imum of 300 new dealers across 
the country. The drive with the 
catchline, “City ‘X’ needs a Pack- 
ard dealer!” is running in Business 
Week, Fortune and a number of 
trade publications, according to 
Karl M. Greiner, Packard sales 
chief. 

Mr. Greiner would not disclose 
either the quality or the volume 
of response from the series, pre- 


oe See Le “7 
roti? Same Mee as Seeks: 


E LETTER SHOP, Inc. 


431 &. Dearborn St., Chicago 5. Illinois 


ferring to wait until the close of 
the three-month campaign before 
evaluating the response. 

While this type of campaign for 
dealers isn’t uncommon to the auto 
industry, Packard’s use of it is 
probably the most extensive. 

Currently, Packard has 1,500 
dealers across the nation. 


‘Park East' Names Tailleur 


Alexander Tailleur has become 
publisher and Frances Fore, editor, 
of Park East, New York society 
news magazine. Contents and lay- 
out changes appear in the current 
June issue. 


Appoints Poyntz Agency 


Alford R. Poyntz Advertising, 
Toronto, has been named to direct 
the advertising of Canada Barrels 
& Kegs Ltd., Waterloo, Ont. Busi- 
ness papers and direct mail will 
be used. 


Appoints Raymond Solomon 

Raymond M. Solomon has been 
appointed sales promotion mana- 
ger of DeKalb Commercial Bady 
Corp., DeKalb, Il. 


"Revista’ Makes Debut 


Revista Publicidad, Mexico, D. 
F., Spanish monthly, with direc- 
tories of agencies, periodicals, 
newspapers, car cards, movies, and 
the rate structures of the media, 
made its debut with the April 
issue. Annual subscriptions are $6. 
The address is Av. Del Ejido Num. 
9, Desp. 52., Mexico D. F., Mexico. 


Continues as Supplement 


Bridegroom, wedding magazine 
for men, will again be incorporated 
with Esquire for the fall and win- 
ter wedding season and will be 
published as a special service sup- 
plement in the November issue of 
Esquire. Its circulation is restric- 
ted, it is said, to 100,000 of Es- 
quire’s 750,000. 


WAAM Promotes Cahan 


Herbert B. Cahan has been pro- 
moted to program manager of 
WAAM, Baltimore. He has been 
in charge of operations for the 
television station since its opening 
last November. Anthony Farrar, 
producer-director, has been named 
production manager for live studio 
shows. 


% a PA 


Federal Reserve Figures on Department Store Sales 


WaAsHINGTON—Retail business 
for the week ended June 11 was 
up markedly from the preceding 
week this year, although the index 
was still 5% below the dollar vol- 
ume figure for the corresponding 
week last year. 

The dollar volume for the week 
of June 4 stood at 259 on the index. 
For the week of June 11 it 
was 289, or just 15 points below 
the record 1948 figure of 304 for 
the corresponding week. 

For the first time in five weeks, 
no area of the country recorded 
unusually severe losses. Almost all 
of the 12 Federal Reserve districts 
were down about the same amount, 
although the Philadelphia and Bos- 
ton districts reported small gains. 

Department store sales data ac- 
cumulated since Mother’s Day—a 
period when year-to-year com- 


BEGINNING JULY Ist, The 


I don’t know... unless he figures 


they’re all going into advertising!” 


Enquirer's comics will be 


handled exclusively by Moloney, Regan & Schmitt. Ad- 


vertisers will continue to 
previously accorded 


receive 
through 


the identical rates = 
the Metropolitan Group. 


ALSO VERY EDUCATIONAL: 


e@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


e The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


e The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


DEPARTMENT STORE 


1935-39 EQUALS 100 


Week to June 11, 49*.p289 
hi Week to June 4, ’49*..259 
-} Week to June 12, ’48*..304 
ri Week to June 5, ’48*..282 
<j Month of April, ’49...p294 
‘4 Month of April, ’48....307 


pPreliminary. 
*Not adjusted seasonally. 


Rasy as 


parisons are unusually valid—in- 
dicate that department store sales 
this year average about 6-7% be- 
low last year’s total. 

% Change from 1948 


Jan. Mo. Wk. 
‘Federal Reserve to of June 
District and City Mar. April 11! 
UNITED STATES ........... 7 8s; —5 
Boston District . -—5 12 2 
New Haven —-6 7 —I1 
Boston... —3 14 3 
Springfield —5 4 —7 
Providence _.......... -.- “9 12 —2 
New York District ........ 7 oo —7 
i 7 - . 1 —7 
a 7 1 
cf, ares —8 —3 —7 
| RE —9 6 —23 
ee —l1 4 —3 
Philadelphia D ict ... —8 x 2 
Philadelphia _................... —9 9 2 
Cleveland District ......... —4 8s —6 
ON a eae —4 13 —4 
OU ee —8 —6 
EE 4 —h 
Columbus —l —3 
c( = — 1 —4 
Pittsburgh .. —2 1 —6 
Richmond Dist —4% 5 
Washington ........... 1 1 
| eee --8 —7 
Atlanta District .............. —6 —! 
Birmingham  .........0.06 —3 
—8 
AGaNER «cere 8 
New Orleans .. . = 
Nashville ........... —10 


Chicago District .. 
Chicago eclaadinamandiie:... Caan 
Indianapolis 0... —3 
NE ER —6 
Milwaukee  .........+. —7 — 

St. Leuis District 4 
Little Rock ..... 0 
Louisville ......... 4 
St. Louis ...... —7 — 
I < niticianiennnionevens 1 

Minneapolis District 7 
Minneapolis  ...........0000 —4 
ee £ ssa —10 
Duluth-Superior —3 


~~ 
ROK eh HK OMB HONK SU 1 O49 Oe COW 


Kansas City District -7I — 
(BI EEE —6 0 
. aa 1 6 
Kansas City .. —10 —6 
eae —9 —I1 
Oklahoma City ............ —ll —8 
EN abs hidtitcidilntasaninalabiaribin —7I —6 
Dallas District —§ —5 
Sl eee —7I —8 
Fort Worth —6 0 
Houston ........ —5 —6 
San Antonio .................... —9 —11 
San Francisco District... —10 1 
Los Angeles Area ........ —ll —3 
0 U0” ee ee 
San Francisco ... —3 12 
Portland. .......... —12 —3 
Salt Lake City .. —9 3 
Seattle --6 8 


*Not available 


G-F Promotes ‘Flip Movies’ 

Success of packaged enclosed 
premiums as an aid to groeers in 
promoting sales of popular cereals 
has prompted General Foods Corp 
to reintroduce “flip movies” in 
each package of Post’s Grape- 
Nuts Flakes. These premiums wil! 
be promoted as a giveaway )) 
two half-page, four-color ads in 
Sunday newspaper comic sections 
all over the country during Au- 
gust. 


Milton Roy Names Chittick 
Walter S. Chittick Co., Philade!- 
phia, has been named to direct the 
advertising of Milton Roy Co. 
Philadelphia, manufacturer 0! 
chemical proportioning pumps an¢ 
automatic chemical feed systems 
Trade publications and direct mai! 
will be used to promote the Milion 
Roy “step value” design line. 


Appoints Charles Couch 

Charles A. Couch, formerly pr0- 
duction manager and an accou!! 
executive of Butler-Emmett Ac- 
vertising Agency, Portland, O°e. 
has joined the advertising sa‘es 
staff of the Daily Journal of Co'- 
merce, Portland. 


WPIX Appoints Donahue 
Scott Donahue Jr. has bee! 
named assistant sales manager 0 
WPIX, the New York Daily News 
video station. He has been on the 
WPIX sales staff since the spriné 
of 1948. 
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WIND Appoints Kimball 


Connie Kimball, formerly in the 
publicity department of American 
Broadcasting Co. and with Mutual 
Broadcasting System, has been ap- 
pointed publicity director of Sta- 
tion WIND, Chicago. 


WLW-D Sets Moving Day 

On July 1 the administrative of- 
fices of WLW-D will be moved to 
4595 S. Dixie Highway, Dayton 9. 


“ie 


* PUBLIC. SALE : 


Valuable time, large city and farm 
audience, swift, rich results for spon- 
sors. Now for sale at lowest rates by 
KIOA. As Des Moines’ only 10,000* 
wott station, KIOA will serve you ad- 
mirably in lowa's abundant market. 
maps, schedules and avoail- 
abilities are yours for the asking, 
+ + » See any Pau! Raymer man or 
write direct to KIOA, Des Moines, 
lowa. 
10,000 Watts day, 5,000 Watts night 


Congress May Authorize 
Test of Brannan Food Plan 


WASHINGTON—Don’t be surprised 
if Congress authorizes a limited 
test of the Brannan food plan. 
Based on production controls and 
consumer subsidies, the plan is 
bitter medicine to many legis- 
lators, but its promise of high 
farm income and moderate retail 
food prices is political merchan- 
dise which cannot be ignored. 

In offering the plan, Secretary 
of Agriculture Charles F. Brannan 
argued that rigid farm parity pro- 
grams could not survive severe re- 
cession. Current business trends 
are underlining his point: Food 
prices are firm, but farm in- 


By STANLEY E. COHEN, Washington Editor. 
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come is down 7% for six months 
of 1949. The farmer is getting only 
49¢ of the food dollar, low point 
since May, 1943. 

Brannan’s case against rigid 
parity programs is buttressed by 
fresh statistics from the Bureau of 
Human Nutrition and Home Eco- 
nomics, showing that high food 
prices distort consumer spending 
budgets. The bureau finds city 
families putting 32% of their 
weekly income into food in early 
1948, compared with 26% in 1942. 

ae 


The administration’s top com- 
mand is sweating out the business 
dip. Its chips are on revived buy- 
ing this fall, but increasingly it 


wonders whether it has under- 
estimated the “trend.” 

Commerce Department’s Morris 
Livingston finds reassurance in 
the expansion and replacement re- 
quirements of major producers 
goods industries. His analysis in 
“Survey of Current Business” for 
June predicts increased buying 
“when prices are right—or when 
the necessary selling effort is 
made.” 

The department’s figures for 
May show curtailed ordering and 
inventories all the way from the 
manufacturing to the retailing 
stage. But consumer buying and 
investment expenditures for plant 
and equipment were firm, and 
there was a more-than-seasonal 
rise in residential construction. 

aes 

The battle over John Carson’s 
appointment to the Federal Trade 
Commission is scheduled for pub- 
lic airing before the Senate inter- 
state commerce committee June 
30. Carson’s appointment has been 
pigeonholed since early April, 
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Advertising Age, June 27, 1949 


when business groups protested 
that he was “too consumer 
minded.” 

Labor unions, co-ops, and a good 
many Washington old-timers are 
supporting Mr. Carson. According 
to one report, the White House is 
determined to lend support out of 
all proportion to the importance 
of the office. Reportedly, it 
threatens to hold up reappointment 
of Commissioner Lowell Mason 
and Commissioner Garland Fer- 
guson unless the Carson appoint- 
ment is brought to a vote. 

ae 68 

Bad business conditions at home 
make U. S. industry less sympa- 
thetic toward Paul Hoffman’s ef- 
forts to revive Europe. Orders 
stemming from ECA are welcome, 
but exporters find it increasingly 
difficult to stand by while Europe’s 
trade is channeled into non-dollar 
areas. 

A typical “protest” is that of the 
National Printing Equipment As- 
sociation, which told the Senate 
appropriations committee it is 
“eminently unfair to use our tax 
dollars to cut off hard-won mar- 
kets.” The association said U. S. 
exporters ought to have “at least 
a foothold” in Europe. 

ge 6 

Payment of a_  $2,800,000,000 
special dividend to Veterans Ad- 
ministration insurance policyhold- 
ers should have significant impact 
on business early next year. A 
similar sum for terminal leave 
purposes shortly after the war 
left an impact on the business 
chart that is easily identified. In- 
dividual payments for the 16,- 
000,000 persons involved may run 
as high as $500. 

aea68 

Senate interstate commerce com- 
mittee will “think over” the Mc- 
Farland bill, modernizing proce- 
dures of the Federal Communica- 
tions Commission. Heavily en- 
dorsed by industry, and sympa- 
thetically supported by FCC, the 
bill’s most controversial sections 
deal with punishment of anti-trust 
offenders. 

Justice Department says this 
section and a section which pre- 
vents FCC from barring newspa- 
pers and others from station own- 
ership weaken anti-trust enforce- 
ment, Senator Ernest McFarland 
(D., Ariz.), the bill’s sponsor, says 
Justice Department is “off base’; 
that the bill leaves FCC free to 
turn down any individual newspa- 
per application on the ground that 
it is “contrary to the public in- 
terest.” 

During their appearance, Justice 
Department attorneys revealed 
that an anti-trust investigation of 
broadcasting is under way. They 
refused to elaborate, but left tlie 
impression that the issue is stil! 
in the early stages. 

gee 

Delivered price legislation, a)- 
proved by the Senate, is now be- 
fore the House rules committee. 
Its adoption in the House is pro>- 
able, but not without a knoc :- 
down and drag-out fight. Rp. 
Wright Patman (D., Tex.), author 
of the Robinson-Patman ait, 
claims the legislation cancels ©! 
all protection against price di - 
crimination. 

Federal Trade Commission’s ge '- 
eral counsel, Walter Wooden, w 1° 
master-minded basing point pri '¢ 
cases against glucose, cement a! d 
steel companies, says Patman ‘5 
right, FTC’s official endorseme 1! 
of the bill notwithstanding. 


Gopher Chemical to Fadell 


Fadell Co., Minneapolis, has be " 
appointed to handle the adverti»- 
ing of Gopher Chemical Co., ©' 
Paul, water treatment engine - 


ing firm. 


Linen Mart to Weightman 


The Linen Mart, Wilmingt ". 
Del., has appointed Weightm: », 
Inc., Philadelphia, as its adv:'- 


tising agency. 
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“At this time, on a percentage basis, the South is changing 
to mechanized farming faster than the nation as a whole. 
Paraphrasing a famous saying of bygone years, my advice 
to tractor salesmen is: ‘Go South—there you will find 
present and future markets!’ ”’ 


W. A. ROBERTS, Executive Vice President 


and Tractor Division Manager 
Allis-Chalmers Manufacturing Company 


Pe 
5) 


“The Southern states represent 
a large and relatively untapped 
market for radio. Ever increas- 
ing farm electrification accom- 
panied by a higher standard of 
living indicate a vast potential 
for multiple set ownership in 
this area. The rural South has 
become an important factor 
in our sales plans.”’ 


BENJAMIN ABRAMS, President 
Emerson Radio & Phonograph Corp. 


“The recent extensive business 
developments in the South nat- 
urally have been accompanied 
by a similar increase in sales 
potential for the Southern 
rural market. The Celotex Cor- 
poration is conducting a vigor- 
ous merchandising program in 


the South.”’ 
HENRY W. COLLINS, — 


Executive Vice President 
The Celotex Corporation 
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Where is Advertising 
Your Best Investment? 


Advertising produces the most sales in areas where enormous in- 
creases in income and savings have created a huge, new supply of 
spendable cash. That’s why advertising directed to Southern farm 
families is such an excellent investment today. 


From 1940 to 1948, the South’s rural 
bank deposits and farm-owned 
savings bonds showed a gain of 
$5 BILLION. During the same 
period, annual cash farm income 
in the 14 Southern states gained 
$5!2 BILLION. 


A continued gain in Southern farm in- 
come amounting to $73 MILLION, in 
the first quarter of 1949, is reported by 
the U. S. Department of Agriculture. 


Southern farm families are using this 
enormous, new buying power to pur- 
chase a great variety and volume of 
consumer goods. But with merchan- 
dise more plentiful, they are becom- 
ing more discriminating in their 
selections. They want facts before 
they buy. 


p The best place to give these pros- 
perous, new customers facts about 
your product is the advertising col- 
umns of The Progressive Farmer. 
More Southern farm families read 
more advertising in The Progressive 
Farmer than in any 

other publication. 


more THAN A MILLION 
SOUTHERN 
FARM FAMILIES 


EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Flaten Shifts to CBS-TV 


A. H. Flaten, account executive 
for the radio network sales depart- 
ment of Columbia Broadcasting 
System, New York, for the past 
two years, has been transferred to 
the sales staff of CBS-TV. Named 
to replace Mr. Flaten on the radio 
staff is Thomas Hamilton, formerly 
an American Broadcasting Co. ac- 
count executive. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Wequece qpend 
10 billion dollars a year! If you ve 
food, drinks, jewelry, or any other 
products to sell, reach this big buyi 
public through the Negro Ts 
magazines. Interstate Un News- 
papers, —,_ Fifth Ave., N. Y., can 
show you how advertising in these 
aw a ey big ts and 
ts! us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
eferences of Negroes from coast to coast. 
Write now for this free information. 


Deutsch & Shea to 
Service Meyerhoff 


Accounts in East 


Cuicaco—Arthur Meyerhoff & 
Co. has retained Deutsch & Shea, 
New York, to represent the Chi- 
cago agency in its service work 
in the eastern market, it was an- 
nounced last week. 

Mr. Meyerhoff, general mana- 
ger of the agency, explained that 
the service affiliation will work 
both ways, but that for the pres- 
ent Deutsch & Shea requires no 
servicing in this area. 

“We wanted somebody to watch 
our various interests down there,” 
he added, “and preferred to have 
someone thoroughly experienced 
and ‘brought up’ in the market.” 
The agency might have sent its 
own representative, but his un- 
familiarity with the market would 
be a big handicap, he pointed out. 

Deutsch & Shea has specialized 
in merchandising, and its work 
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for Meyerhoff will involve service 
on all accounts of the agency here, 
Mr. Meyerhoff said. 

The affiliation involves no finan- 
cial tie-up between the two agen- 
cies, with Meyerhoff merely pay- 
ing Deutsch & Shea for the neces- 
sary services. Meyerhoff is the 
larger of the two, with estimated 
billings of about $4,000,000 an- 
nually. Deutsch & Shea is said 
to have annual billings of about 
$1,000,000 to $1,500,000. 


Appoints Henderson Agency 


The South Carolina Research, 
Planning and Development Board 
has named Jim Henderson Adver- 
tising Agency, Greenville, S. C., 
to handle its advertising for the 
coming fiscal year. Caldwell With- 
ers of Columbia has been retained 
as public relations counsel. 


Copper Joins Richards 


Marion Copper, formerly with 
Campbell-Ewald, New York, has 
joined the Chicago office of 
Fletcher D. Richards, Inc., as copy- 
writer. 


Ad Bureau to 
Concentrate on 


100 Advertisers 


Seeks to Convert Co-op 
Linage to General Rate, 
Annual Report Shows 


New YorK—The four major 1949 
objectives in national advertising 
of the Bureau of Advertising, 
American Newspaper Publishers 
Association, said Harold S. Barnes, 
bureau director, are concentration 
on the top 100 advertisers, “con- 
verting” cooperative advertising to 
the general rate, coordination of 
newspaper selling effort, and bet- 
ter documentation of the “All Bus- 
iness Is Local” theme. 

In the bureau’s 36th annual re- 
port, issued last week, Mr. Barnes 
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HANCOCK COUNTY, 


és Toledo 


OHIO 


... industry and agriculture make it prosper. 


A diversity of manufacturing and produc- 


tive agriculture is combined in this pros- 


perous Ohio county. 


“double - value” 


Marketwise, this 


feature makes Hancock 


County a standout. 


Annually, the value of its manufactured 


products is $47,000,000—its employed men 


and women earn $9,750,000. 


The 50 


different products made here are evidence 


of the industrial, balance 
county such stability. 


that gives this 


Agriculturally, Hancock County rates 


well up among all Ohio counties in income. 


Abundant grain crops and first rate live- 


stock make its farmers prosperous. 


...and this is the TOLEDO BLADE 


ness is typical of the humming “double- 


Hancock County is one of the 14 counties 


of Northwestern Ohio and Southeastern 


Michigan which form the thriving Toledo 
Retail Trading Area. Its high productive- 


TOLEDO BLADE 


One of America’s Great Newspapers—in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


No. 81 in a series 


value”’ 


Toledo market...a market most 


economically sold by the thorough coverage. 


provided by The Blade. 


Advertising Age, June 27, 1949 


found “newspapers in the stronges' 
competitive position they have en- 
joyed in many years.” In 1948, he 
pointed out, newspapers reached 
new records in circulation, nationa! 
revenue and “indicated retail lin- 
age.” 

But in the retail field the report 
showed that “the ratio of retai! 
revenue to total sales is just half 
the ratio that existed in 1938. Thi: 
means that with the return of the 
buyer’s market, retailers will have 
to raise their promotional expen- 
ditures substantially above the 
level of recent years if they want 
to maintain profitable sales vol- 
ume.” 


es And “as in the national field,” 
Mr. Barnes warned, “newspapers 
will have to fight for it.” 

The rise of $32,000,000 to $389,- 
000,000 in newspapers’ national 
volume in 1948, he said, “reflects 
the cumulative effect of three im- 
portant factors: 

“1. The still deeper penetration 
among advertisers and advertis- 
ing agencies of the bureau's theme 
of ‘All Business Is Local.’ 

“2. The still closer teamwork 
among the three major selling or- 
ganizations in the national field: 
The Newspaper Advertising Exec- 
utives Association, the American 
Association of Newspaper Repre- 
sentatives and the Bureau of Ad- 
vertising, ANPA. 

“3. And finally, the growing re- 
alization—as a result in large part 
of the bureau’s constant effort in 
the area of research and sales— 
that the coverage, the flexibility 
and the economy of newspapers 
offer advertisers the surest means 
of producing more sales and great- 
er profits per dollar of advertising 
investment.” 


w The report says that the news- 
papers’ national advertising dollar 
gain last year was “twice the mag- 
azine dollar gain... and four times 
that of network radio.” 

It was also twice the estimated 
gain of spot radio, three times 
that of outdoor, and ten times the 
gain of farm papers, the report 
claims. 

But the bureau told its more 
than 1,000 newspaper members 
that “competition quickens as the 
buyer’s market sets in.” It quoted 
AA of April 18 on the launching 
of the Broadcast Advertising Bu- 
reau by the National Association 
of Broadcasters, and the efforts 
of magazine advertisers to show 
that “magazine advertising is local 
advertising.” 


NEWSPAPER LINAGE 
ROSE 6.5% IN MAY 

NEw YorK—Total advertising 
linage in newspapers of 52 major 
cities in May gained 6.5% from 
May, 1948, bringing the total in 
these cities for the first five 
months of this year to 4.1% above 
the level of the same period o! 
1948, Media Records reports. 

Retail linage gained 9.7% in 
May and 4.9% in the five months. 
General (national) linage was up 
8.6 and 10%; automotive, 26.4 and 
35.2%, and total display up !°.! 
and 7.2%. 

On the other hand, financial 
declined 5.6 and 2.9%, and classi- 
fied was down 4.7 and 5.6%. 


Zimmermann Opens Own Fim 


W. A. Zimmermann, forme’!y 
managing director of TAP, C'- 
cago television production com- 
pany, has resigned to head his ow? 
film and television production @n¢ 
consulting organization. The new 
company, Tri-Z-Films, with 0! 
fices at 360 N. Michigan Ave., C \!- 
cago, will specialize in the prod''¢- 
tion of sound and silent films © 
television, sales, training, etc. 


WBTV Joins ABC-TV, DuMont 


WBTV, Charlotte, has signed 
an affiliation contract with Ame¢- 
ican Broadcasting Co. and DuMon! 
Television Network, New York 
The station is due on the air soo? 
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Kield & Stream 


For the first 5 months of 1949... 


Number One in 300 


370 


Advertising Linage 


FIELD a 
360 ->——B 17 


More advertisers used more space in 
Field & Stream in the first five months of 1949 : , 
and for the past 39 years than in any other 330, a . AFIELD 
sportsman’s magazine. Why? Because they buy | 
advertising on facts and figures. 


That’s what makes Field & Stream America’s = 
Number One Sportsman’s Magazine. Advertisers 300 
can’t afford wishful thinking. They want results, 


and they’ve learned from long experience that =A 
the place to reach the top-flight sportsmen is in 0 | 
F ield & Stream! *Advertising linage of the three leading sportsman’s magazines for r 


the first five months of 1949, as compiled by Printers’ Ink. 


AMSRIGA'S NUMBER ONE SP OSTEMAN'S MAGAZINE 


‘ield¢ Stream — 


Poipt-of-sale for more than 700.000: np -Hight sportsmen! 
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_ Twins Visit 375 


’ Cities in Toni 


_ Store Promotion 


Company Launches 
Nationwide Hunt 
For 1950 Toni Twins 


Cuicaco—The famous Toni 
twins, participating in one of the 
most extensive department store 
merchandising programs ever put 
on by the company, will have 
visited department stores in 75 
major and 300 small cities by July 
10. 

The barnstorming twins are 
combining their sales promotion 
trip with a nationwide Toni twin 
contest. As of last month, 1,100 
sets of twins had entered the con- 
test and Toni expects about 2,500 
pairs to compete by the time the 
judging is completed for the Toni 
Twins of 1950. 

Last Feb. 18, six sets of Toni 
twins started on their Twin Car- 
avans, three going East and three 
to the West. According to Eileene 
Oberling, head of the eastern car- 
avan, “We don’t even have a min- 
ute to powder our respective 
noses.” 


ws Miss Oberling told AA that as 
of May the twins had visited 125 
department stores, 350 drug stores, 
150 syndicate stores, made 175 ra- 
dio appearances on 95 stations and 
12 television appearances. The 
twins have been greeted by 52 
mayors and governors. 

The twins who are now touring 
the country are the ones seen in 
national Toni ads. Before they 
visit a city or town stores and 
participants in the promotion are 
briefed by two Toni publicity men 
who visit six weeks in advance. 
These men work with Toni dis- 
trict managers and salesmen in the 
territories where twin appearances 
are scheduled. 

The twins work hard on these 
trips. The Toni caravan consists 
of two Lincolns and a trailer 
which is decorated in stripes to 
resemble the Toni home permanent 
package. The trailer carries six 
clothes bags, 26 pieces of luggage, 
display material and other props 
needed on a promotion trip. The 
Lincolns carry the three sets of 
twins, their supervisor and a pub- 
licity man. 


s From the minute the twins ar- 
, rive in a city or town they are on 

the go. A typical promotion put 
over by the twins last month in- 
, cluded appearances in three towns 
and 21 stores—all in one day. 

The twins usually first appear 
in cosmetic departments of de- 


NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne 
CANNOT BE SOLD 
FROM THE OUTSIDE 


You spotlight your advertising when you use 
THE BAYONNE TIMES because 99°00 % 
of THE TIMES circulation is concentrated 
within the City of Bayonne. There's no com- 
petition since THE BAYONNE TIMES delivers 
more circulation in Bayonne than all other 
papers combined. 93% Home Delivered. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., M. Y. - 228 H. LaSalle St., Chicago 


partment or drug stores, where 
onlookers, averaging about 400 an 
hour, ask the twins questions 
about the Toni wave. 

Most frequent query is, of course, 
“Which one has the Toni?” which 
has become a Toni game. Women 
guessing which has the Toni re- 
ceive a complete Toni kit. 

In addition, the girls appear in 
toy departments where the new 
Toni doll is sold, visit drug stores, 
appear on as many as 15 local 
radio shows during a single pro- 
motion and model in local fashion 
shows in the stores and tearooms. 

The twins have started a short 
snorter club with governors and 
mayors who contribute $2 usually 
(the twin theme always in mind) 
towards the Damon Runyon Can- 
cer Fund. 

During the twins’ store appear- 
ances, local twins are given entry 
blanks for the 1950 Toni Twin 
contest. Local boards of judges, 
consisting of newspaper, store and 
government officials, judge the 
local contests. State winners re- 
ceive Cort watches and the priv- 
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and in store displays for the pub- 
lic to vote for the 1950 Toni Twins 

The final winners will go tc 
South America as official Ton 
Twin representatives next Octo- 
ber. It will be Toni’s first intro- 
duction on that continent. In ad- 
dition, the winning pair will re- 
ceive fur coats, wardrobes, luggage 
and a contract to appear in Toni 
ads during 1950. 

Toni is now using 21 sets of 
twins permanently. Three or four 
sets appear in Toni ads during one 
year. Salaries are paid on a con- 
tract basis. Twins’ ages vary be- 
tween 19 and 22 and they are al! 
college girls. The Toni twins now 
touring the United States wear and 
promote Hollander-dyed Esther 
Dorothy furs and Ceil Chapman 
wardrobes, contributed to them 
by those companies for the trip. 


Names Clark & Rickerd 


TONI ROAD SHOW-—Touring the western half of the U. S. now, their luggage car- 
ried in the Toni striped trailer, are these three sets of Toni Twins, shown with Kay 
Renner, supervisor. Left to right: Frances and Bernadette Hanson, Brooklyn; Alberta 
and Jacqualine Gubin, San Francisco, and Alice and Alva Anderson, Evanston, Ill. 


ilege of entering the national con-|tion and these will be narrowed 
test. 


compete in the national, competi-| appear in national magazine ads 


Unsinger-AP Parts Corp., King- 
Kut hobby tools, has appointed 
the Toledo office of Clark & Rick- 
erd to handle its advertising and 
sales promotion. 


down to six regional winners. 
Seventy-five sets of twins will| These six pairs of contestants will 
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DARJEELING 
... grows finest tea in India, 
which ranked second in pre-war 
production, first in export. 


There’s many 


Since the Emperor Shen-nung first commended 
the use of leaves of the evergreen Thea sinensus, 
in 2737 Bc...the tea plant proved very versatile. 

Tea favors the fever zones, high rainfall, and 
acid soil reclaimed from the jungle . . . but is found 
as far North as the Caucasus, as far South as Natal 
... Spreads in size from the squat shrub of the 
small-leafed Bohea to the Assamica trees with 
leaves a foot long... infuses the pale, flower 
scented ambrosia so praised by the lyric poets of 
China, and the dark red, rank bitter brew that the 
Mongols ease down with butter... sells at a few 
pennies per pound or a royal ransom. 

China, India, Japan, Africa, Formosa, Java, 
Sumatra send to market more than 1,500 types 
which the tea taster sahibs of London identify ... 
In our Western hemisphere, however, the choice 
of connoisseur’s, the last word, is Darjeeling... 
grown on twenty miles square of Himalayan slope 
where the cool, dry winter turns the tea bushes 
dormant and halves the yield of other districts. 

Darjeeling’s porous red soil, altitude, short 
season, the misty mornings that hold back the hot 
sun, liberal shade, and slow gentle rains . . . give 
the young leaves an incomparable character that 
commands premium prices. 


IT’S TOO BAD there aren’t farmer tasters, 
or some other official classifiers! Then advertisers 
would get more value, and SuccessFuL FARMING 
more advertising ... 
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* 
lected cities in Louisiana, Missis- 


b- : ing, research project managed by s 
Ss Readership Data the Advertising Research Founda- $1,000,000 Campaign sippi, Oklahoma, Arkansas, Ten- 
tc . 2 tion with the support of the bureau c nessee, Georgia, Alabama, In- 
n Aids First Army and of individual newspapers. Features One Way diana, Kentucky and Ohio. Cur- 
o- New York—Readership analy- The campaign so stimulated re- rent ads in Baltimore and Wash- 
o- ses developed by the Bureau of|cruiting, it is said, that in three Glass Beer Bottles ington, D. C., feature trademarks 
d- Advertising, American Newspaper | months the First Army rose from} New YorkK—The Glass Container | 2"4 labels of local brewers, which 
e- Publishers Association, are cred-|!ast place to within a percentage| Manufacturers Institute has ex-| Will be used also in other copy 
ge ited for the success of recruiting| point of first place among all six| tended its promotion campaign for |"°W being prepared. 
ni ads used by the First Army, ac-/| zones of the interior armies. no-deposit bottles to Detroit and 
cording to A. W. Lewin Co., the other metropolitan market areas in| Marketers Elect Wilt 
of First Army’s advertising agency. | Storecast Extends Operation Michigan, to part of Ohio, New| William I. Wilt, advertising man- 
ur The campaign, consisting of 70-| Storecast Corp. of America has|©ngland and northern New York/ager of Sheffield Corp., has been 
ne line, single-column testimonial ads,| extended its system to 124 new| Cities. Before the end of the year |elected president of the Miami Val- 
n- was run twice a week for three|supermarkets of the Thorofare,|the campaign is expected to ex-|!ey Industrial Marketers, Dayton 
e- months starting last October, in 75|Giant Eagle and Sparkle chains | tend coast-to-coast. chapter of the National a mmagee 9 
all newspapers in 55 cities in the First |i" Pittsburgh. The system broad-| ‘he advertising appropriation is Seveeeeee Heer. Ser 
“a ie een Chee eee. casts music, home-making fea- for about $1,000,000. Th . |ficers are: Vice-president, Tom 
4 “4 w ngian ’ ew tures, news and food product an- u ’ ’ = e agency 1S Polley, manager of the industrial 
- York and New Jersey). Of an ap-| nouncements to homes and will Foote, Cone & Belding. division of Hugo Wagenseil & As- 
er propriation of $181,400, 55% was|operate in the Pittsburgh area In addition to newspaper space, | sociates; secretary, Irvin Eubanks, 
an used for newspaper space, remain- | through WKFJ-FM. Storecast now | the campaign includes use of labor | Fyr-Fyter Co., and treasurer, E. 
m der divided between spot radio and| has 459 supermarkets in the Phil-| union papers and trade publica-|B. Gray, Buckeye Iron & Brass 
outdoor. Adaptations of the same} @delphia, southern New England,| tions. Advertisements of 800 lines | W°r«s. 
copy theme developed for the|Chicago and Pittsburgh areas. will run every Thursday in news- 
newspaper ads were employed in Charl { the Ri Peck papers for three months and will|Giroux to Geer, Du Bois 
" the two supporting media. arles of the Hitz to Pec be followed for the rest of the year| Guy E. Giroux Jr., formerly 
ed The advertisements were de- Ty Rang trnstgnnen-/ Cn] —— by smaller cartoon-style copy. president of Aerial Products Corp. 
k- signed for high readership on the the advertising + | Charles * an The campaign was inaugurated and Park Avenue Motors, Inc., 
basis of the findi f The Con-| i ; . , . |has joined the staff of Geer, Du 
nd asis ings o e Con-/ Ritz. Magazines, newspapers and experimentally in February in Bois & Co., Inc., New York, as 
tinuing Study of Newspaper Read-| trade media are being used. Texas. It was then extended to se-'an account executive. 
CHINA 
... largest in tea production and 
consumption, fifth in export. 
| 7 
a slip... 
JAPAN 
Farmers top tea in types. No designation is Here the fifteen Heart states supply a majority —_ ... before the war, fifth in tea 
; more democratic ... Produce artichokes, bird of the country’s agricultural output . . . farmers srednction, sesh be expest. 
; seed, carnations, chewing tobacco, ginseng root, always grew more and earned more, and farming 
marsh hay, minks, okra, pawpaws, pheasants, as a business advanced farther in the last thirty 
1 rabbit hair, sassafras bark, red setters, turpentine, years than in the previous three hundred! 
| truffles or Toggenburg goats...or support race With nine years of top yields, markets, prices 
, horses, relatives, caretakers or tenants...on and profits, Heart states farmers have prospered 
1 three acres outside the city limits—and the US _ ashasno other occupational group! ...SuccessFUL 
7 Census says you're a farmer! .. . Easier still, be = Farmine has always been published for these <\\ 
f a farmer without soiling your hands, for a dollar farmers. The million SF subscribers in the Heart / Pp Ny, 
C or less a year—just subscribe to a farm magazine! _ states averaged a round $10,000 in gross income a \ W ( [ 
y Finding farmers to sell, however, isn’t easy. in 1947 and ’48—almost $4,000 above the US if (if) Ni \\{ 
\ 


The farmer is the product of his environment as 


9 
Rig. gt OT cease 
KS —— 


| eceanrait eta) my, 
~ 


s 
. 
t much as the tea plant, must start with favorable 
t soil and climate. Add investment, equipment and 
e experience . . . and eventually you reach farmers 
t who smoke Havana cigars and ride in Cadillacs! 
Where? Well, US geography gives a broad hint. 
;, LOOK TO THE great central valley where 
“s retreating glaciers left the continent’s deepest 
G deposit of topsoil and liberal water sources. A 
temperate climate gives a long growing season. 
_ . 


farm average. ..represent one of the world’s 
best class markets! Today their improving Pn 
living standards reflect their prosperity ... ee < 


pow Sea *) 
offer billions a year in new markets for ““ 3364 aes 
: ae AREA 
manufacturers smart enough to cultivate it. MAAS a oa 
es ’ 
A y V4) 


Why don’t your present sales reflect this “4 
new farm buying power? ...Well, there’s many a 
slip between your national advertising and this 
market which is barely fringed by general media, 
served adequately only by SuccessruL FarMInG, 
which has an acceptance and influence earned by 
forty years of resultful service! 

If you aren’t advertising now in Successrut 
FARMING, you're missing the most of the best 
farm buying power! If you think the statement 
is just another publication claim, ask any SF 
office to prove it!...Successrut FarMina, 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


SUMATRA 


third in export. 


... with Java, maae Netherlands 
East Indies fourth in production, 


UCCESSFUL 


y FARMING 
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ave you ever noticed 

how often the product 
being advertised is greatly sub- 
dued by too much background or 
decorative scenery? The top illus- 
tration is a good example. Beauti- 
ful photograph ... but what is it a 
selling? ota 


There’s little doubt when you 
glance at the second illustration. 
Here the subject in action is em- 
phasized by close cropping and a 
little outlining. It is the same 
photograph, but landscape 
‘props’? have been practically 
eliminated to bring out the spot- 
light feature. ‘ 


We are glad to make such a sug- 
gestion whenever the occasion 
arises. In fact, it is an important 
item in the complete G. R. Grubb 
& Co. service which, in addition 
to really fine engraving, includes 
all types of photography, retouch- 
ing, creative design and finished 
art. You, too, can benefit from 
such service. Just write or call... 


GR, GRUBB & CO, 


ENGRAVERS | 
Artists - Photographers 
CHAMPAIGN, ILLINOIS 


PHONE 5209 
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NO INTERFERENCE IN“TEST TOWN, U.S.A.” 
—_ 


You’re never bothered by outside influences in the South 
Bend market. Test results here are reliable and uncompli- 
cated—because the market is reliable and uncomplicated. 
Competing newspaper circulation does not exist in “Test 
Town, U.S.A.” and outside circulation is negligible. The 
people who live here, buy here—not elsewhere. Want all 
the facts? Write for free copy of market data book entitled 
“Test Town, U.S.A.” 


Che 


Soulh Bend 
— Cribune © 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Publishes Winning Essays 


The American Railway Magazine 
Editors’ Association has published 
a booklet, entitled “Why I Like 
to Work for My Railroad,” which 
contains a collection of the first 
three prize winners and honorable 
mention winners in the essay con- 
test sponsored by the association 
and 30 railroads. Copies are avail- 
able from George W. Eastland, 
editor of “Newsliner,” Chicago & 
North Western Railway, 400 W. 
Madison St., Chicago. 


Birds Eye Drops Sales Test 


Birds Eye-Snyder. Division of 
General Foods Corp., New York, 
has temporarily suspended a sales 
test in Hartford of two products, 
a concentrated frozen grapefruit 
juice and a concentrated frozen 
orange and grapefruit juice, be- 
cause of short supply. Young & 
Rubicam is the agency. 


Wimbledon Names Smith 


Wimbledon Shirt Co., Chicago, 
has appointed Louis A. Smith Co., 
Chicago, to handle its advertising. 


THE NATIONAL BUSINESS 


DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 

GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 


FLOOR COVERINGS 
CHINA & GLASS 
LAMPS & LIGHTING 
HOUSEWARES 
MAJOR APPLIANCES 


RADIOS & PHONOGRAPHS 


TELEVISION 


MERCHANDISE MANAGER 
Home Furnishings Div. 


ut yourself in his place. 


You’d have to direct the buying and selling 


of as many as 10 different home furnishings departments. 
Naturally, you’d want to keep promptly posted on the trade news 


and developments that affect each of them. 


If you could create 
the ideal business news service for yourself, 


wouldn’t your specifications read something like this? 
“A single publication that covers all the lines | merchandise 
— one package that gives me the whole coordinated picture. And fast. 


| make buying and selling decisions daily. 
That’s how | want my business news reported.” 


There’s just one publication that fills the bill. 


No wonder merchandise managers all over the country 
prefer Retailing Daily, rate it their No. 1 business paper. 


RETAILING DAILY SHOULD BE NO, 1 ON YOUR LIST! 


A FAIRCHILD PUBLICATION + 7 EAST 12 STREET. NEW YORK 3. mw. 


Retailing Daily... America’s No. 1 Home Furnishings Business Paper 
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18 Washington 
Agencies Form 
Local Council 


WaAsHINGTON—A Council of Ad- 
vertising Agencies was formed 
here last week “to promote and 
‘endeavor to raise the standards of 
service rendered by all agencies 
and to effect better cooperation and 
understanding between agencies, 
media and suppliers.” 

The founding group includes 18 
local organizations. One of its pur- 
poses, it is understood, is a joint 
effort to reduce the amount of 
cutthroat competition that has pre- 
vailed with the formation of a 
substantial number of small agen- 
cies during the past two years. 

One of the founders of the coun- 
cil explained that it will function 
“like the American Association of 
Advertising Agencies, but on a lo- 
cal level.” He indicated that it 
might eventually lead to a public 
relations program “to show cli- 
ents and media what. they expect 
from an agency.” 


@ According to present plans, the 
council will meet two or three 
times a year, and will function 
continuously through committees 
in an effort to “straighten out” 
advertising problems common to 
its agency members. 

Typical problems, it is ex- 
plained, would be the proof dead- 
lines of “one or two newspapers” 
and discount practices of “some 
radio stations.” S. John Water- 
field, head of Admasters, Inc., is 
president. Other officers are: Rob- 
ert J. McLaughlin, Ist vice-pres- 
ident; William F. Sigmund, 2nd 
vice-president; Robert J. Enders, 
secretary, and Frank S. Beatty, 
treasurer. 

Explaining the origin of the 
council, Mr. Waterfield said that 
“during the past few years, the 
number of advertising agencies in 
the nation’s capital has greatly 
increased. It is hoped that as mem- 
bers of the council, all these agen- 
cies will find a common ground of 
understanding and cooperation to 
improve service to advertisers and 
meet common problems.” 


a The 18 founding agencies claim 
to represent about 80% of local 
agency volume. Charter member 
agencies include: Robert J. En- 
ders, Advertising; Art Ads Ad- 
vertising; Ernest S. Johnston Agen- 
cy; Kal, Ehrlich & Merrick; Alvin 
Epstein Advertising; Paul Lynn 
Heller, Advertising; Kronstadt Ad- 
vertising; R. J. McLaughlin & As- 
sociates; James S. Beatty Adver- 
tising; Henry J. Kaufman & Asso- 
ciates; Courtland D. Ferguson, 
Inc.; Advertising, Inc., of Wash- 
ington; Admasters Advertising, 
Inc.; Porter Advertising Agency; 
William, Stark & Hinkle; Har- 
weod Martin Advertising; I. '. 
Cohen, Inc., and Bernard J. Glee- 
son, Inc. 


Florida Cities, Counties 
to Spend $1,301,060 in Ads 


Florida cities and counties have 
appropriated a total of $1,301,06) 
for advertising during 1949, ac- 
cording to the weekly business 
review issued by the Florida State 
Chamber of Commerce. The tot! 
represents $1,054,949 from the 
cities and $246,111 from the coun- 
ties. 

City councils and county gov- 
ernments are spending about one- 
half of the total directly; anoth« 
$518,714 is being disbursed throug 
chambers of commerce, and $164. - 
471 through special spending agen 
cies. Newspapers, magazines, radi? 
stations, motion pictures, road 
signs, brochures and local ex- 
hibitions will get a large part ©! 
the funds. The figures do not in- 
clude private funds and the state s 


$500,000 annual budget. 
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IT’S A FACT... 


@ that more than 71% of American Maga- 
zine families have charge accounts and more 
than 84% of these have “A” or “AA” credit 
ratings! Which means that your advertising 
in The American Magazine reaches families 
who are steady customers and who know 


how to plan their bigger buying. 


@ that 8 out of every 10 American Magazine 
families entertain on an average of over four 
times a month. That means extra buying of 
everything from groceries to chewing gum— 
from “pop” to furniture polish! Have you a 
product to sell to that kind of better-living 
family? 


@ that almost 72% of all American Maga- 
zine families took vacations last year—and 
spent over 380 million dollars on their holi- 
days. You can bet that people who spend 
that kind of money on leisure, spend pro- 
portionately on day-to-day larger living. 


@ that more than 7 out of every 10 men and 
women of The American Magazine families 
have attended college or high school. More 
brain power generally means more earning 
power. More earning power always means 
more buying power. 


These are just a few of the many 
reasons why any advertiser with 
a quality product can sell this 
product through the pages of 
The American Magazine. 


Traffic is heavy on Main Street these days! 


Once again, America’s merchants have what it takes 
to draw a crowd—plenty of merchandise. 


And the crowd has what it takes to move that mer- 
chandise—money to buy. 


(Government figures show greater savings, larger bank 
balances, and bigger savings bonds sales than in 1948.) 


“Buyers’ Market’’? We call it a ‘‘Shoppers’ Market’’! 


Yes, today’s market is as typically American as Main 
Street itself. With plenty of products to choose from, 
people are shopping for the best quality at the best price. 


They are again using that freedom of choice that is 
truly American—in a truly American competitive 
market. 


So, if you’re an advertiser with a quality product at a 
fair price—if you have a sales story that can put your 
product across to people who buy by judgment—you’re 
set to sell the “shoppers’ market’’! 


And there is no more convincing selling force to millions 
of wide-awake, intelligent shoppers than THE 
AMERICAN MAGAZINE. 


HERE’S WHY: 


1. Month after month important people who have 
something important to say choose to say it in THE 
AMERICAN MAGAZINE. These American leaders know 
that through its pages they reach millions of wide- 
awake intelligent men and women who trust and 
believe what they read in THE AMERICAN MAGAZINE. 
Your advertising shares this “trust’’ and “belief’’— 
gains the careful consideration that sells products in 
a shoppers’ market. 


2. THE AMERICAN MAGAZINE’S news-making articles 
and informative features have made it the most widely 
quoted magazine per issue published in America. And 
this kind of editorial vitality earns for each copy an 
average reading time in the home of five hours and 
twenty-four minutes. Could any advertisement ask a 
better break than that? 


So, why not put your advertising where you know it 
will work hardest for you. And, to be sure it will be 
working on the people who make your best customers, 
just look at some facts about THE AMERICAN 
MaGaAZINE readers in the box on this page. 


merican 


MAGAZINE 


70 sell the ‘Shoppers’ Market - Byy American 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S. AND WOMAN'S HOME COMPANION 


Tu 
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Harjes Joins Doremus 


Henry H. Harjes has joined 
Doremus & Co., New York, as an 
account executive. Until recently 
he was vice-president of Trading 
& Shipping, Inc., export-import 
company. Previously he had been 
associated with J. P. Morgan & 
Co., both here and abroad, and 
with Chase National Bank of New 
York. 


Appoints R. E. Seeley 

R. E. Seeley, formerly vice- 
president and sales division man- 
ager of Simpson Logging Co., Se- 
attle, has been named district sales 
representative in Cleveland for 
the M. & M. Woodworking Co., 
Portland, Ore., manufacturer of 
plywood, doors and other forest 
products. 
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‘N. Y. Times’ Now 
Prints Air Edition 
from Mats in Paris 


New York—The international 
air edition of the New York Times, 
formerly flown daily to Europe, is 
now being printed in Paris from 
stereotype mats flown daily from 
New York. Under this new ar- 
rangement, which started June 20, 
the Times’ international air edi- 
tion is edited and made up in New 
York. Page mats are flown to Paris 
every morning, putting the paper 
on sale in Europe the day follow- 
ing New York publication date. 

The edition averages ten to 12 
pages daily and includes most of 
the important national and inter- 
national stories of the regular edi- 
tion as well as editorials, features 
and local news. All advertising is 
specially ordered for the edition. 

As a new Sunday feature, start- 
ing June 26, the international air 
edition will include a weekly sup- 
plement consisting of a review of 


the week’s news and special art- 
icles from the regular Sunday edi- 
tion of the Times. This will replace 
the Times’ “Overseas Weekly,” 
which was initiated during the war 
for distribution to the armed ser- 
vices. It has been published only 
in Frankfort and Tokyo since the 
end of the war. Its last issue was 
June 19. 

Future plans call for distribution 
of the international air edition 
from New York throughout the 
West Indies, Central and South 
America. 


Gets Insurance Account 

LaFollette & Co., Seattle agen- 
cy, has been named to handle the 
advertising and public relations of 
the new Family Life Insurance Co., 
Seattle. Guy LaFollette, head of 
the agency, is one of the incorpo- 
rators of the insurance company 
and is a vice-president. 


Sieck Drops Bradson Account 

H. Charles Sieck, Inc., Los An- 
geles, has resigned the account of 
Bradson Co., North Hollywood, ef- 
fective Aug. 16. 


CED's College, 
Business Study 
Plan Paying Off 


New YorK—The Committee for 
Economic Development last week 
released a report of its activities 
with 12 colleges in developing joint 
research between business and 
universities. 

Experiments are progressing at 
Emory University, Atlanta; Uni- 
versity of Rochester; Claremont 
Men’s College, Claremont, Cal.; 
Tulane University; Iowa State 
College; University of Colorado; 
University of Wisconsin; Uni- 
versity of Washington; Harvard 
Graduate School of Business Ad- 
ministration; University of Penn- 
sylvania (Wharton School of Fi- 
nance); Western College Associa- 
tion (composed of 38 Pacific Coast 
schools), and New York Univer- 
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sity. 

By this method, CED hopes to 
bring business and education tv 
work together for the good o 
their various regions. Some of th« 
projects’ aims are developing bet- 
ter informed leaders, arranging 
community programs for studying 
local problems and how they dove- 
tail into national and internationa) 
programs, and improving economic 
education throughout the coun- 
try’s school system. 


ws The schools work on widely di- 
verse projects: Emory is trying to 
find ways that business leader: 
and economists can develop a bet- 
ter knowledge of local economic 
conditions; Rochester has estab- 
lished a series of management 
clinics to broaden the economic 
knowledge of business executives 
and participating educators; Clare- 
mont has college and community 
leaders joined in studies of com- 
munity needs; Tulane (in trade- 
conscious New Orleans) is con- 
sidering how a community re- 
search project can improve the 
foreign trade of a port; Iowa State 
is working on a research centc: 
for top men of industry and agri- 
culture. 

Colorado is working on regiona! 
development; Wisconsin is study- 
ing how the economic growth o! 
communities throughout the state 
may be assisted; Washington is do- 
ing research on how radio can be 
used to build economic under- 
standing; Harvard experiments on 
how a college and its alumni can 
further economic understanding; 


Wharton works on labor re- 
lations with participating labor 
leaders and business men; the 


Western College Association is 
trying to appraise the work of a 
group of colleges with respect to 
public economic understanding; 
and NYU (which was the cradle 
of the college-business program) 
has held a series of regional eco- 
nomic workshops, in which the 
problems of economic education 
in public schools are discussed. 


s Most of these experiments have 
been under way at least a year 
The consensus: They have shown 
that better informed leaders can 
be developed, that the university 
provides a meeting ground where 
all groups can gather for con- 
sideration of common problems, 
and that educators cannot carry 
out the task alone—business men 
must make it their concern and re- 
sponsibility. Further, each colleg¢ 
reports demand for sound, easily- 
read reports on economic prob- 
lems, and it is generally agreed 
that high schools are the place to 
institute economic instruction. 


NBC Adds Five TV Stations 


National Broadcasting Co. has 
signed five new television stations 
in its television network, bringing 
the total to 45. The new stations 
added are: WKY-TV, Oklahoma 
City, which started operaticns 
June 6; WBRC-TV, Birminghe», 
heginning operations July 1: 
WBTV, Charlotte, beginning J: |y 
15; WOW-TV, Omaha, beginning 
Sept. 1, and WMBR-TV, Jacks n- 
ville, beginning Oct. 1. 


Schiaparelli Names Hadley 


Arthur G. Hadley will beco:1e 
vice-president and general sa es 
manager, July 1, of Parfuns 
Schiaparelli, Inc., New York, up” 
the retirement of Anne Wrig '! 
Mr. Hadley, formerly Pacific Co ‘st 
representative of the company, | 2s 
been in the cosmetic field for @ 
number of years, having been : s- 
sociated with Grenoville Perfum °s, 
Bellin’s Wonderstoen and ot! 2r 
companies. 


Guglielmone to Textron 


George Guglielmone has be 1 
appointed marketing director >! 
the men’s wear division of Té <- 
tron, Inc., New York. Forme |) 
with Phillips-Jones Corp., and © 
F. Hathaway Co., Mr. Guglielm« 2¢ 
will have charge of the ent! re 
Textron men’s wear division. 
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" WHY FOOD GOES LIKE A HOUSE AFIRE! 


1: Maybe you think there is a house afire in this town. Not at all. It’s merely what 


4 . happens in Everytown, America, every noon when the factory whistle blows. No 

' snack-lunch for Everytown citizens! They rush to get where the eating’s good ... 

HOME! Good food is more important when families can sit down together to enjoy 

oie it 3 times a day. So when a new product, or the makings for a new recipe, goes into 

u a the market-basket of a woman who’s known “‘to set a good table,” people hear—and 

c the same things quickly go into plenty of other market baskets. 

‘ : If you know how this local influence works in small towns— where the leaders 

-“ really lead and everybody in town is impressed by their choices—then you know that 

oe to sell this big part of America most economically, you need only sell the leaders first. 
Pathfinder does —with one million, one hundred thousand prominent, news conscious 

pen families already on the roll. No wonder it’s fastest-growing in advertising enrollments ~ 

7 ; with Foods as its fastest-growing classification. Shouldn’t you, too, be influencing 


the richest sales territory in America through its leaders—in PATHFINDER? 


Millions of city folks skimp break- 
fast, slight lunch and are too tired 
for dinner. But small town people 
make a cult of good eating — ex- 
press on the dining room table the 
prosperity that now surrounds 
them. It should be no surprise that 
49% of the dollar volume packag- 
ed foods purchases in America al- 
ready are being made in small-town 
grocery stores. Foranewindepend- 
ent study of this market, and Path- 
finder’s amazing part of it, write us 
—Pathfinder, Washington Square, 
Philadelphia 5, Pa. 


Graham Patterson, 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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* A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 
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Production Men Elect 


Richard J. Glover, Dan B. Miner 
Co., has been elected president of 
the Advertising Agency Production 
Men of Los Angeles. Other officers 
include: Vice-president, Thomas H. 
Tomlin, Elwood J. Robinson Co.; 
secretary, Raymond L. Polley, 
Lockwood-Shackleford Advertis- 
ing Agency, and treasurer, Robert 
L. Bailey, Beaumont & Hohman. 


U.S. Rubber Boosts Weston 


Gerritt Weston has been named 
sales promotion manager of the 
general products division of United 
States Rubber Co., New York, suc- 
ceeding Robert D. Stuart, who has 
resigned. Mr. Weston has been 
serving the company in various ad- 
vertising and promotion capacities 
in the general products and tire 
divisions. 


Video Sets Too 
High, St. Paul 
Families Report 


Str. Paut—tTelevision set prices, 
which have come down a not in- 
considerable amount since Febru- 
ary, were cited as the main reason 
why the big majority of St. Paul 
families will not purchase sets this 
year, according to the 1949 “Con- 
sumer Analysis” compiled by the 
St. Paul Dispatch and Pioneer 
Press. 

Of the group questioned for this 
third annual report by the news- 


papers, 1.2% said they already own 
video sets, while 2.1% said they 
intend to buy receivers this year. 
Those who do not intend to buy 
comprise 82.9% of the market, and 
15% said “Don’t know” in answer 
to the question. 

The survey is based on question- 
naires filled in by 3,000 families, 
or a 2.9% sampling of the 105,126 
families in the St. Paul market. 
Questionnaires were returned dur- 
ing the Jan. 17-Feb. 14 period. 


ws “Prices too high” was the reason 
mentioned by 80.7% of the families 
that said they do not intend to 
buy television sets this year or are 
uncertain whether they will buy. 
Other reasons cited were: “Not 
perfected,” 11.4%; “not interested,” 
3.5%; “not enough programs,” 


Important announcement to 
Advertisers and Agencies: 


KOLITE HAS FINALLY HARNESSED THE POWER 
OF BLACK LIGHT FOR OUTDOOR ADVERTISING! 


Construction controlled—Costs cut! 


Advertisers: 
supplier can do the job—we furnish 
him with all the materials and the 
simple instructions; or we can recom- 
mend sign companies in the territories 
you designate. Write for brochure and 
any additional information you may 
need. 


Display and Sign Companies: 
doesn't take an electronics engineer to 
erect fluorescent black lights! No addi- 
tional space locations for 
‘floods"’. Erect just like an illuminated. 
Units for counter, wall, window, indoor 


Send for Sample Kit for experimental & presentation purposes $23.65—C.0.D. 


Fluorescent Black Light has been developed by the joint research of the Kolite Plastics 
Co., which manufactures the lighting units, and the Lawter Chemical Company, which 
manufactures the paints for which Kolite Plastics Company is the exclusive National 
Distributor. 


KOLITE PLASTICS COMPANY 


2944 N. California Ave., Chicago 18, Illinois 


Powerful black light effects on your bulletins—brilliant—fantastic effects 
which have been the talk of the outdoor trade—(and P.O.P., 
now available to you through Kolite’s Fluorescent Black Light—out of 
this world, but within your budget! 


Your regular painted board 


Now it 


“spots” or 


WMERE an stat ma 
reams en ; 


and outdoor sizes. Write for brochure 
prices, discounts, specifications. Sample 
kit for experimentation and for presen- 
tation $23.65 list. 


Agencies: Point of Purchase... . 


with this new dimension! Outdoor Ad- 
vertising Firms are adding Kolite Fluor- 
escent Black Light to their list of IIlu- 
minateds. Will your art department be 
ready? Send for sample kit. Small flu- 
orescent units and paints for experi- 

ental 
presentation: 


too!) are 


Display 


. Outdoor . .. Exhibits . . . Work 


purposes makes a_ startling 


$23.65 list. 


STOPS TRAFFIC! 


Test board erected by Briggs Out- 
door Adv. Co., Chicago, startles 
passers-by! (A one-hour check of 
Canadian Ace's first test board, 
erected by Triangle Signs Co., 
revealed that 26 out of 30 drivers 
on a six lane, fast moving boule- 
vard looked at the board—and, 
of those 26, 19 slowed down, 
4 stopped! A sidewalk crowd was 
in front of the sign for the entire 
hour's check period (9-10 P.M.) 
and cars were double parked a 
good portion of the time!) 


1.8%; “satisfied with radio,” 1.5%, 
and miscellaneous, 3.1% (the per- 
centages add up to more than 100% 
because some families stated more 
than one reason). 

The study, which does not in- 
clude previous years’ figures on 
consumer preference for radio sets, 
shows that Philco is out in front 
in all but one classification this 
year. Airline is the preference of 
14.3% (Philco is second with 
12.7%) among owners of console 
radio-phonograph combinations. 
But Philco leads with a 29.8% 
preference in cabinet or console 
radio sets (RCA is next with 
11.7%); with 16.2% for table-type 
sets (Airline second, with 12.7%); 
with 17.8% for table radio-phono- 
graph combinations (Admiral is 
next, with 11.8%), and with 15.2% 
for portable radios (Airline second, 
with 13.3%). 

New product classifications 
added this year, besides television, 
include anti-freeze, gum, ice 
cream, investors’ services, stocks 
and bonds, fresh milk, hot roll mix 
and preserves. 


s St. Paul families still buy most 
of their groceries at independently- 
owned stores, but the percentage 
has declined from 64.8% last year 
to 62.2% in 1949. Klein’s moved up 
from 17.7% to 20.2%; National Tea 
stores dropped slightly, from 15.4% 
to 14.6%, and A&P moved up from 
1.6% to 2.4%. Department stores 
were almost unchanged, at 0.6% 
compared with 0.5% last year. 
Chain drug stores also improved 
their competitive position in the 
drug and cosmetics fields, at the 
expense of the independents. Of 
all families, 58.3% said they pur- 
chased most of their drug items at 
independent drug stores, compared 
with 67.9% last year. Chain stores 
moved up from 20.6% in ’48 to 27% 
this year; department stores ad- 
vanced from 11% to 14.1%, and 5 
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and 10¢ stores or variety stores 
accounted for 0.6%, compared wit) 
0.5% last year. 

Department stores were name 
by 43.8% of the families for cos- 
metics and toilet preparations 
compared with 48.1% last year. 
The independents declined from 
24.2% to 23.9%; chain drug stores 
moved up from 14.3% to 17.9%; 
house-to-house selling accounted 
for 68%, compared with 5.7% 
last year, and the 5 and 10¢ stores 
or variety stores were unchanged 
at 6.2%. Grocery stores were men- 
tioned by 1.3%, compared with 
1.1% last year, and beauty shops 
by 0.1%, compared with 0.2%. 


Klores and Carter Form 
New New York Agency 


Samuel C. Klores, president of 
Eastern Advertising Co., and Harry 
Carter, formerly executive vice- 
president of Lester L. Wolff Ad- 
vertising Corp., have formed a 
new advertising agency, Klores & 
Carter, Inc., with offices at 129 W. 
52nd St., New York. Mr. Carter is 
president and Mr. Klores, treas- 
urer. 

All accounts previously handled 
by Eastern Advertising and by Mr. 
Carter have been taken over by the 
new agency. 


Hopperstead to No-Wilt 


S. L. Hopperstead, formerly re- 
sponsible for the development and 
introduction of agricultural chem- 
icals for B. F. Goodrich Chemical 
Co., has been named to direct de- 
velopment and sales of No-Wilt 
Plant Products Co., North Olmsted, 
O., manufacturer of Plantcote hor- 
ticultural sprays. 


To Kal, Ehrlich & Merrick 


Kal, Ehrlich & Merrick, Wash- 
ington, D. C., has been named to 
handle the advertising of the 
Laurel Raceways meet, June 24- 
July 23. Television, radio, news- 
papers and car cards in Washing- 
ton and Baltimore will be used. 


~TAKOTAFARMER 


= DAKOTA FARMERS ENJOY THEIR 
~~ GREATEST FINANCIAL STABILITY 


During the past 10 years, farm mortgages in the 


DAKOTAS have decreased 55 


“>—from $300,120,000 


in 1939, to $135,214,000 in 1949*. 
FARM MORTGAGES TODAY ARE THE LOWEST SINCE 1910! 


DAKOTA farmers take 


great pride in their land, 


homes, equipment and results. They are alert to im- 
provements and new farming methods. 


For these reasons, 
spective buyers... 


Dakota Farmers are top pro- 
Buyers who read and respond to 


DAKOTA FARMER advertising. 


100,000 FAMILIES—70% OF THE DAKOTA FARM POPULATION 
READ AND RESPOND TO ADVERTISING MESSAGES 
IN THE DAKOTA FARMER 


ae MALONEY, Ady. Mgr. * Estimate pertinent of Agricu ultural Economics 
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In every state...almost every county... businessmen sub- 
scribers depend on The Wall Street Journal. 


Don’t let the name fool you. Today The Journal is the 
ONLY NATIONAL BUSINESS DAILY .. . serving the needs 
of businessmen everywhere for complete reporting and 
interpretation of the happenings that affect business. 


Only The Wall Street Journal does this job: 


1. Originates each day, through its own world’s largest 
business-news staff, most of the country’s business 
news. 


2. Interprets the significance of current business situa- 
tions, happenings and trends. 


3. Speeds this vital news and interpretation to business- 
men all across the country on the fastest-known 
publication delivery schedules ...reaches 82% of its 
national audience on date of issue. 


Think what this means to businessmen and to those who 
sell to businessmen! For business advertising is most re- 
sultful when displayed alongside the live reports and inter- 
pretation of each day’s important business news. Here 
advertising is read by the planners and doers when they 
can most readily respond. 


If you sell to businessmen you should know more about 
the sales power The Wall Street Journal can put to work 
for you. Why not drop us a line — or call us — now. 


THE WALL STREET JOURNAL 


Published at: 44 Broad Street, New York 4 * 911 Young St., Dallas 2 © 415 Bush St., San Francisco 8 


lf you advertise to business, THE WALL STREET JOURNAL should head YOUR list. 
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FM Group Elects Hyland 

Sales managers of FM stations 
providing programs for Transit 
Radio, the service providing radio 
for buses and street cars in var- 
ious cities, have elected Robert F. 
Hyland, assistant sales manager, 
Station KXOK-FM, St. Louis, 
chairman of their group, effective 
in December. Robert Bender, Sta- 
tion WCTS, Cincinnati, will serve 
as chairman until Mr. Hyland 
takes office. 


Appoints Norman Brett 
Norman Brett has been ap- 

pointed media director of Fashion 

Advertising Co., New York. 


Wilson Quits Wheeling Steel 


Roy E. Wilson has resigned as 
assistant advertising manager of 
Wheeling Steel Corp., Wheeling, 
W. Va., to enter the department 
store business in Marietta, O. He 
will join Otto Brothers in an exec- 
utive capacity on Sept. 1. Mr. Wil- 
son had been with Wheeling Steel 
‘or 20 years. 


Metal Trades Group to Meet 

The National Metal Trades As- 
sociation will hold its 1949 annual 
convention at the Palmer House, 
Chicago, Oct. 26-28. This marks 
he association’s golden anniver- 
sary. 


Rex Agency Moves Office 

Rex Advertising Co., Detroit, 
which is observing its third an- 
niversary, has moved to larger 
quarters at 1835 Dime building. 
The agency will devote a large 
section of the new offices to its 
newly activated television depart- 
ment. 


WBT Appoints Jean Brown 

Jean Carson Brown, former as- 
sistant to Bob Covington, promo- 
tion manager of WBT, Charlotte, 
N. C., has been appointed director 
of publicity and program promo- 
tion for WBT, WBT-FM and 
WBTV. 


1. HOUSTON CHRONICLE (E&S) . . 3,261,633 
2. MIAMI HERALD (M & S) . 3,134,493 
3. CHICAGO DAILY NEWS (E) 2,964,147 
4. PHILADELPHIA EVENING BULLETIN (E & S) 2,795,550 
5. DETROIT NEWS (E & S) . 2,690,877 
6. WASHINGTON STAR (E & S) 2,678,846 
7. PITTSBURGH PRESS (E & S) . 2,610,298 
8. DALLAS TIMES HERALD (E & S) 2,504,929 
9. BALTIMORE SUN (E & S) 2,487,224 
10. NEW ORLEANS TIMES PICAYUNE 
& STATES (M & S) . 2,474,828 
11. MILWAUKEE JOURNAL (E & S) 2,469,944 
12. DES MOINES TRIBUNE & REGISTER (E & S) 2,463,646 
13. OAKLAND TRIBUNE (E & S) 2,458,269 
14. SYRACUSE HERALD JOURNAL (E & S) . 2,444,411 : 
15. MINNEAPOLIS STAR & TRIBUNE (E & S). 2,429,745 -—- 
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PLATES SEIZED—National Tax Equality Association, which regularly distributes 
publicity material denouncing tax privileges accorded cooperatives, wound up in 
the office of the Justice Department for issuing the play money currency shown above. 
Secret Service seized the plates, but NTEA intends to continue distributing the bills. 


*Media Records figures for the fifteen leading newspapers: 


Again in 1948, the Chronicle 
led all U. S. papers in retail, 
general and department store 
grocery linage...Convincing 
evidence of effectiveness and 
dominance in the South's 
richest market. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


M. J. GIBBONS 
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Must Sell Merit 


of Media, Negro 
Newspapers Told 


WasxHincton—Jack C. Gafford, 
advertising director of ADVERTISING 
AGE, reminded the Negro News- 
paper Publishers Association con- 
vention here last week that the 
Negro press must be prepared to 
sell its advertising services in com- 
petition with national magazines, 
radio and metropolitan newspa- 
pers. 

“You don’t have to convince 
the advertiser that 14,000,000 Ne- 
groes are an important market,” 
Mr. Gafford said, “but you do 
have to convince him the Negro 
newspaper reaches that market 
less expensively and more effec- 
tively than any other medium.” 

“You have to be in a position 
to convince Vincent Riggio that 
Negro newspapers will do a better 
job among the 14,000,000 Negroes 
than the Jack Benny and Rochester 
radio program or Life. You have 
to be in a position to show that 
Negro newspapers help Negroes, 
and influence their decisions.” 

Mr. Gafford and Howard R. 
Davis, editor of Grit, addressed 
a joint session of the publishers, 
together with advertising, editorial 
and circulation auxiliaries. 


s Earlier, the convention had a 
report from Ernest E. Johnson, 
the group’s public relations coun- 
sel, and an address by Cranston 
Williams, general manager of the 
American Newspaper Publishers 
Association. Benjamin M. McKel- 
way, editor of the Washington Star, 
spoke at the annual dinner. 

Thomas W. Young, publisher of 
the Norfolk Journal and Guide, 
retiring NNPA president, observed 
that “we are organs of protest, 
born 122 years ago in righteous 
indignation over the institution of 
slavery.” He added that “we are 
the source of inspiration to our dis- 
advantaged elements. Our value 
and our strength are not in the 
corrective measures which the 
Negro press has been able to bring 
about. They are much more sub- 
tle. The very existence of the Ne- 
gro press, and the nation’s aware- 
ness of its existence, have been the 
really effective restraining barriers 
keeping in check the forces of 
bigotry and ignorance.” 

Mr. Young reported that the as- 
sociation’s public relations program 
reached its climax with radio and 
press recognition of National Negro 
Newspaper Week. 

Officers for the coming year 
are: Dowdal H. Davis, Kansas City 
Call, president; Carl Murphy, 
Afro-American Newspapers, vice- 
president; W. O. Walker, Cleve- 

and Call and Post, secretary; and 
Mrs. Robert L. Vann, Pittsburgh 
Courier, treasurer. 


Therman Appoints Howe 


Leland K. Howe Associates, New 
York, has been appointed to handle 
the advertising of Therman Leath- 
er Goods Co. Trade publications 
and direct mail will be used. Wil- 
lam J. Conlon, assistant to the art 
cirector, has been promoted to art 
cirector of the agency. 


Two Join Leo Burnett 


Mahlon G. Remington, formerly 
merchandising director of Need- 
am, Louis & Brorby, and Fred- 
erick W. Burns Jr., formerly a 
‘gional sales manager of Con- 
erted Rice, Inc., have joined the 
.erchandising staff of Leo Burnett 
0., Chicago. 


édvances Bland 


H. H. Bland, assistant general 
sales manager of Belding-Corti- 
‘elli, Montreal, has been promoted 
O general sales manager of the 
‘ompany. 


ABC Names Stephen Lynch 

Stephen A. Lynch Jr. has been 
appointed account executive of 
American Broadcasting Co., New 
York. Formerly general manager 
of Fine Cars, Inc., Crosley auto- 
mobile distributor in New York, 
he will take over his new duties 
on July 18. 


Names Richardson, Turner 

Station WGST, Mutual outlet in 
Atlanta, has appointed Richard- 
son, Turner & Sanders, Atlanta, 
to handle its advertising. 


Sets Product Design Seminar 

Lehigh University, Bethlehem, 
Pa., in cooperation with the Society 
of Industrial Designers, will con- 
duct its first product design sem- 
inar July 5-Aug. 13. The seminar 
will be open to a selected group 
of business executives and engi- 
neers. 


To Griswold-Eshleman 
Griswold-Eshleman Co., Cleve- 
land, has been named to direct ad- 
ditional agricultural chemical ad- 
vertising for Sherwin-Williams 


Co., Cleveland, effective Sept. 1. 
The three product accounts as- 
signed are: Weed-No-More, Pes- 
troy DDT and Bug Blaster garden 
dust. The agency has been han- 
dling the farm market products of 
the agricultural chemicals division. 


Elects Weedon President 


Charles J. Weedon, formerly 
president of J. C. Eno, Inc., and 
Scott & Bowne, has been elected 
president and general manager of 
North American Dye Corp., Mount 
Vernon, N. Y., manufacturer and 


re 


marketer of Sunset soap dye, Sun- 
set all fabric dye and Sunset all- 
fabric Dytint. Lester B. Knight has 
been named vice-president and 
Ralph Hickson has been reelected 
treasurer. 


DuMont Signs 2 Stations 

WKY-TV, Oklahoma City, and 
KMTV, Omaha, have signed af- 
filiation agreements with the Du- 
Mont television network. WKY- 
TV already is on the air, and 
KMTV starts telecasting in Sep- 
tember. 


Photo courtesy of the 
Chicago, Milwaukee, St. Paul 
and Pacific Railroad 


Printing—So Realistic 
You Mear the Diesels Roar 


With photographs of speeding Diesels, luxurious trains and breath- 
taking scenery...vividly reproduced on a Consolidated Coated Paper... 
“The Milwaukee Magazine” tells a convincing story of splendid service 
and interesting places when traveling The Milwaukee Road. 


The Chicago, Milwaukee, St. Paul & Pacific is one of several great 
transcontinental railroads that regularly use Consolidated Coated for 


finer and more realistic reproductions of photographs in printed pro- 


motional pieces. 


Consolidated Coated’ 


Papers 


If you have used coated papers regularly, you can 
reduce paper costs substantially by specifying 
Consolidated. If you normally use uncoated 
stocks, a change to Consolidated Coated will 
“step up” the attractiveness of your printed 
pieces at no increase in cost. 


Manufactured by modern, ‘‘streamlined’’ 


ONSOLID 


MAIN OPFICES 
WISCOMEIN RAPIDS, Wracoersie 


five Modern Mills 


PRODUCTION GLOSS 
MODERN GLOSS 


methods, Consolidated Coated Papers are supe- 
rior in quality. Priced in the range of uncoated 
stocks, they are practical even when paper costs 
must be figured closely. 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers are ideal for an ex- 
tremely wide range of printing. 


# Reg. U. S. Pat. Off. 


SALES OFFICES 
138 60. LA SALLE ST., CHICAGO 5 
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40 
Two Leave Station WMMW 


Bill Franklin, station manager 
of Station WMMW, Meriden, 
Conn., and Marty Lidstone, a mem- 
ber of the commercial department 
staff of the station, have resigned. 
Mr. Franklin has joined WBIS, 
Bristol, Conn., as commercial man- 
ager. C. A. Schultz, owner of 
WMMW, has assumed the title of 
station manager. 


Ramsdell Moves Offices 


Lee Ramsdell & Co., Philadel- 
phia, has moved its offices from 
a? Locust St. to 1900 Chestnut 

t. 


“A HOME OF YOUR OWN 
Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill, 


Chicago Starts 
Major Campaign 
to K. 0. VD’ 


CuHICcCAGO—With a limited budget 
and less than 100% cooperation, 
the Chicago Board of Health last 
week launched a 45-day drive to 
“K. O. VD”’—knock out venereal 
disease. The local campaign will 
spearhead the national Public 
Health Service drive starting June 
30. 

Advertising will play a prom- 
inent part in the Chicago public 
information campaign, ranging 
from sky writing and banners to 
blotters and playing card gim- 
micks. Radio and video stations 
and theaters are tying in, and 
church authorities, including the 


| Church Federation of Greater Chi- 


cago, have commended the effort 
to wipe out the disease. The Chi- 
cago Junior Association of Com- 
merce and Industry is official 
sponsor of the drive. 

The Chicago campaign calls for 
a budget of about $15,000, with 
most of the funds going for out- 
door advertising, transportation 
cards and printed material. Funds 
for the drive are provided by the 
local board of health, headed by 
Dr. Herman N. Bundesen, the 
State of Illinois, U. S. Public 
Health Service, and the Junior 


Association of Commerce and In- 
dustry. 


as Air force planes buzzed the city 
for a half hour June 18 to open 
the drive; sky writers spelled out 
the letters “K. O. VD,” and sky 
banners advised: “K. O. Syphilis. 
Call RA 6-8000.” 

Ben K. Van Korn, director of 
venereal disease education for the 
Board of Health, said that the 
Triangle Sign Co. made nine 
painted bulletins available to 
spread Dr. Bundesen’s warning 
that “Untreated syphilis is dan- 
gerous.” Part of this space was 
donated; in some cases, the board 
paid the full cost or the expense 
of painting the message and re- 
placing it later with whatever ad- 
vertisement is to follow. 

Fourteen radio stations in the 
Chicago area have agreed to use 
spots provided by the board, and 
all video stations will use spots 
and trailers. The stations also have 
been offered a series of tran- 
scribed messages, prepared by the 
Columbia University Cemmunica- 
tions Center, featuring such per- 
sonalities as Henry Morgan, Bill 
Stern, Norman Brokenshire, medi- 
cal and military authorities, etc. 
Each local spot urges the listener 
to “ask your doctor or visit a Chi- 
cago Health Department clinic for 
a free, confidential physical exam- 
ination. For venereal disease in- 
formation, call Randolph 6-8000, 
Extension VD.” 

WGN plans a live show tying 
in with the drive, while the Ben 


@ Before calling the decision on the where 
and when of a campaign, it’s good strategy 
to make sure beforehand that both market 
and medium are geared for results. 


Florida’s Gold Coast Market now offers 
“ama year-round possibilities than ever 
efore. In addition to its 600,000 permanent 
residents, special travel inducements and 
nationwide publicity have succeeded in 
selling new thousands on South Florida’s 
virtues as a delightful summer resort. 


JOUN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, Notiono! Reps. 
A. S. GRANT. Atlanta 
Affilioted Stotions -- 


MIAMI -- An International Market! 


~The Miami 


WQAM. WQAM-FM 


And one paper -- The Miami Herald -- with 
its 98.5% coverage of Metropolitan Miami, 
offers you dominant coverage of this entire 
area. The facts and figures of past 
ance, and its consistent record o 
gain, constitute solid evidence of the 
responsiveness of Miami Herald readers, -- 
12 months of the year. 
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DR. HERMAN N. BUNDESEN SAYS: 
Untrested VD is dangerous. 
1) can cause heart disease, btend 
mess, paratysis ond insanity. 


Today VD can be treated quickly 


HEALTH DRIVE—The Chicago Board of Health is using this three-color appeal on 
transportation cards and blotters as part of its new campaign to control venereal 
disease. 


Park interview series, sponsored 
over WMAQ by Johnson & John- 
son, also will devote a half-hour 
program to the cause. The Pabst 
spectacular will provide a five-day 
showing of another VD message. 


sin addition, 40 commercial 
theaters will aid the drive by 
showing two one-and-a-half min- 
ute trailers; 5,500 car cards will 
be used in all Chicago Transit 
Authority street cars, elevateds 
and buses; 175 wall posters and 
5,500 two-sheet posters will be 
employed, and blotters will be 
mailed through union channels 
and with paychecks by such com- 
panies as Coca-Cola, Crane Co., 
etc. Department stores and utilities 
refused to distribute any of these 
500,000 blotters in their mail to 
customers, such as is done with 
cancer and heart drives, etc., Mr. 
Van Korn said. 

When it comes to VD, Chicago 
claims the cleanest record of any 
big city over a million population, 
and its Board of Health has been 
conducting campaigns against the 
disease for years, though the cur- 
rent one outdoes them all. Au- 
thorities estimate there are 75,000 
cases of syphilis in the city, but 
that the disease is “on the run.” 
Since 1943, Dr. Bundesen said, 
treatment has been reduced from 
18 months to eight days, thanks to 
penicillin, and “research on a one- 
day, one-injection treatment has 
been promising.” 

The board isn’t certain how the 
gimmick will go over, but it has 
printed a supply of playing cards, 
in Chinese characters, for taverns. 
The translation, in five-point type, 
counsels: “Avoid VD!” 


U.S. HEALTH UNIT 
READIES VD AD COPY 


WaAsHINGTON—Health depart- 
ments of about 300 communities in 
all parts of the country will be the 
focal point this summer of a co- 
ordinated drive against VD that 
uses a wide range of advertising 
media. 

The campaign operates under lo- 
cal direction, utilizing material de- 
veloped by the U.S. Public Health 
Service through the Communica- 
tions Center of Columbia Univer- 
sity. 

The local approach has been 
adopted, a Public Health Service 
spokesman said, because different 
techniques are necessary in each 
part of the country. 


s An attempt at a national adver- 
tising approach in the fight against 
VD blew up during the war after 
a number of organizations pro- 
tested the plan. The Advertising 
Council finally withdrew its as- 
sistance. 

Material for this summer’s cam- 
paign was prepared at Columbia 
and is channeled to health depart- 
ments by the Communications Cen- 
ter, headed by Erik Barnouw. 

The “catalog” includes six 15- 
minute radio transcriptions utiliz- 
ing big name talent, a 25-minute 
film, several five-minute films and 
an assortment of posters, pam- 
phlets, window display material 
and decals. 


a The 25-minute film, “Feeling 
All Right,” was produced last year 


by Southern Film Presentation: 
for the states of Mississippi and 
Georgia, and successfully used in 
those states. The five-minute films, 
usable for theater or television, 
feature sports personalities. 

During the past year, Public 
Health Service has provided a lim- 
ited supply of radio transcriptions 
for placement by local health de- 
partments. The new full-scale pro- 
gram, in cooperation with Colum- 
bia, was arranged when local of- 
ficials asked for other types of 
material to round out their efforts. 


Public Relations 
Held Vital Help 
to Chain Stores 


New York—Advertising cam- 
paigns explaining the importance 
of chain stores to consumers and 
suppliers, and greater participa- 
tion on the part of chain store ex- 
ecutives in community affairs, are 
credited with winning public favor 
for the chains and in helping to 
halt the tide of anti-chain store 
legislation, according to a new 
book, “Public Relations for Re- 
tailers,’”’ by Tom Mahoney and 
Rita Hessian. It is published by 
MacMillan Co. 

Profit-sharing plans and pen- 
sion systems established by a 
number of chains are cited by 
the authors as examples of im- 
proved employe relations. The re- 
cent gift by Kroger Co. of $60,000 
to the General Federation of Wom- 
en’s Clubs, for prizes in a national 
“build a better community” con- 
test, is also mentioned as an ex- 
ample of effective chain _ store 
public relations. 

In 1938, it is pointed out, 22 
states had anti-chain store tax 
laws. Now the number of states 
with such legislation is said to have 
dropped to 18. A large part of the 
credit for this, the authors say. 
may be attributed to advertising. 


‘Radiotime’ Listings 
Mailed to 4,000 Admen 


Radiotime, Inc., last week 
sued its first issue of “Radiotime,” 
a bi-weekly listing of program 
schedules and time availabilities 
on AM and TV stations. The first 
issue, covering the period of June 
20-July 3, showed listings of 76 
stations. 

. Stations pay for a page or spread 

to show their time schedules, and 
copies of “Radiotime” go to a | st 
of 4,000 agency, advertiser and st?- 
tion representative companies, @:- 
2ording to Horace Stovin, executive 
vice-president of Radiotime, Ic. 
Offices of the company have becn 
set up at 53 W. Jackson Blvd., Chi- 
cago 4. 


Station WABB Joins ABC 
Station WABB, Mobile, has fe 


1S- 


come American Broadcasting Cv. 
affiliate in that city, replaci is 
WMOB, 250-watt 


station that 
ceased operations a week ago af‘ er 
selling its assets to WABB, ©o?- 
erated by the Mobile Press Reg s- 
ter. WABB also is a Mutual Broa '- 
casting System affiliate. 


Geigy Appoints Frohlich 


Geigy Co., New York, has 1e- 
tained L. W. Frohlich & Co., New 
York, to handle the advertising of 
its pharmaceutical products cur- 
rently under clinical investigation 
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JIM DE LONG, 


Advertising Director 


TRANS WORLD AIRLINE 


am- 


iT) 
or Every week my secretary checks and clips a moun- 
ipa- 2 ‘ ih 
yo tain of magazines and newspapers, but Advertising 
rte Age is the one publication I read and check and clip | 
tore ‘ 
_ for myself. I like it because it serves up the news 
d . ° 
i fresh every Monday. Back when I was selling space 
pen- instead of buying it, I learned the full value of keep- 2 
Fad ing up on the news of the trade, and it’s even more 7, 
» Te- e ee . ] 
,000 important to me now. Advertising Age is really fast | 
om- << 
ional *,) 
—— on it's feet. Some agency people I know say they often 
ex- x 5 
store read news about their own shops in the pages of 
oo Advertising Age before they hear it via their own oun 
tates 7 < _ . 
have office grapevines. 
f the Eee 
say. a 
ising. ; 
JAMES C. DE LONG A native of Indiana and a graduate of with TWA as Advertising Manager, and shortly thereafter was ad- 

a“ the University of Michigan, “Jim De Long began his career twenty vanced to the top position as Director of Advertising. In this capacity 
- five years ago in the American Consular Service in South America. he has direct supervision of all TWA advertising from New York to | 
_ His first industrial job was with H. J. Heinz Company in export sales. Bombay, through seventeen foreign countries. TWA copy runs in | 
of 76 Later he joined The Saturday Evening Post, then moved on to become ten different languages, requiring the services of two advertising | 
poet Director of Advertising for General Cable Corporation. In 1944 he went agencies in the United States and ten affiliated agencies overseas. 
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For instance — Plumbing. heating, building supplies 


* G PUBLISHED, Daily Heating & Plumbing, 
Building Supplies and Contractors Linage: 625,995 


I . 43.2% 


Home-owning families are the backbone of business for 
Chicago’s retailers of plumbing, heating and building supplies. 


In 1948, and in the first quarter of 1949, The Chicago SUN- ee eee 
TIMES was the daily newspaper upon which these merchants Herald-American ............ 9.6% 


(Media Records, Feb. 1, 1948—Mar. 31, 1949) 


TOTAL CIRCULATION 4 339 
Average Net Paid Daily 5 


(From ABC Publisher's Statement, 9/30/48) 


depended MOST* to bring in MORE of the home-owning family 
business. The same holds true for Chicago’s retailers of furni- 
ture, home furnishings and electrical appliances. If your pros- 


pects are home-owning families, reach. them — as these market- 
wise retailers do — through the Chicago SUN-TIMES. 


a SO 
N NB TIMES moves the goods! 


THE PICTURE NEWSPAPER 
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PHOTOGRAPHIC 
REVIEW 


On June 15 some 750 Cleveland advertising men jammed the 
ballroom of the Hotel Statler for the Cleveland Advertising Club’s 
annual “field day” for candidates for trusteeships. Ten candi- 
dates, with the aid of ten managers and a variety of advertising 
and promotional stunts, sought five places on the board at the 
election June 22. You can get an idea of what happened from the 
pictures on this page. 
THE RACE STARTS—As Cleveland ad world fills Statler ballroom to bulging capacity, 
the 10 candidates for adclub trustee, and their 10 managers, gather at the head 
table, in an atmosphere painfully full of puns, signs and banners. The ladder 
shown in the picture at left was occupied by a timekeeper who poured water on 
long-winded orators. At right, Chief Timekeeper Sterling E. Graham (general 


manager, Cleveland Plain Dealer) gets test splash of water from Assistant Time- 
keeper Carl Himmelman (Plain Dealer promotion manager) atop the ladder. 


THE ORATORY FLOWS—At left, Manager John F. Patt (general manager, 
WGAR), conducts a quiz program with Candidate Nat R. Howard (ed- 
itor, Cleveland News), who is suitably attired in cap and gown and 
ancient admiral’s uniform. Candidate Howard knew all the answers. 
Next is a scene in a crematory, where Candidate Wm. A. Weaver 


ON AND ON AND ON —At left, Candidate C. Dudley Foster (General 
Electric Co.) plays a major role in his own campaign, assisted by Man- 
ager Robert L. Keats, who is pretty nearly invisible behind the point-of- 
purchase banner. The center picture portrays the sad plight of Candi- 
date Dave Baylor (general manager, WJMO), who wore a Circline G-E 


me for mxe 


el ‘Pleasure. 


AND NO ONE SUFFERED—TOO MUCH —At left, Manager Fred Sta- 
shower (Lang, Fisher & Stashower) whomps up some speculative copy 
'o prove that Candidate Marshall A. Mott (president, Cleveland Better 
3usiness Bureau) “knows good advertising.” In the center, staff mem- 
vers of Meldrum & Fewsmith practice up for TV by illustrating epi- 


(Griswold-Eshleman Co.), with the top of his head shining into the cam- 
era, has just been dissected by Manager Frank A. Kolb (president, 
Cleveland Sales Executives Club), who demonstrates for all to see that 
“my candidate has a heart.’ The earnest gentleman second from right, 
reminiscent of William Jennings Bryan, is Manager F. William Dugan 


SPELLED 
BACKWARDS | 


fluorescent halo and was so hot he caught fire. Cleveland radio come- 
dian Gene Carroll rushed to the rescue with a handy seltzer bottle. At 
right, some semblance of order remains among the big shots as Man- 
ager Ed Nemeth (Spiral Binding Co.) praises Candidate Kenneth C. 
Warner (district manager, Business Week) whose photo adorns the ros- 


sodes in the life of Candidate Hal C. Malmquist (Malmquist Studios), 
allegedly based on life in the Swedish wilds of Minnesota. At right: 
an example of gilding the lily. Carl F. Toll (general manager of pub- 
licity, Sherwin-Williams Co.) tries to make a campaign speech for himself 
but ghost hands break in to smear him up with four shades of SWP 


NGetilige a ae ee ee 
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(Cleveland Plain Dealer), expatiating on the glorious virtues of Candi- 
date Max Schwartz (advertising manager, Bailey Department Store). 
At far right Assistant Manager Howard Jenkins (North American Mfg. 
Co.) bursts into cowboy ballads to stress the qualifications of Candi- 
date John H. Walsh (president, Cleveland Paper Co). 


trum. In the background at far left is Horace D. Kerr (Bayless Kerr Co.), 
who was chairman of the nominating committee; Clyde E. Norton 
(wearing paper cap), charter member of the Cleveland club in 1901 
and now retired; and Grant Stone (advertising director, Cleveland 
Press), adclub president, wearing a parson’s hat. 


paint, formed by adding coloring to powdered sugar. When the balloting 
took place June 22, Candidates Weaver, Howard, Baylor, Warner and 
Toll emerged triumphant. Next week the rew board of trustees will meet 
to select the club officers for the coming year. All photos on this page are 
by Rebman, Cleveland 
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Along the Media Path 


e U. S. News & World Report has 
given a new twist to the news in- 
terview, producing a series of 
“authorized” discussions of top 
news subjects that have been 
picked up by newspapers through- 
out the country. The weekly news 
magazine gives the press access 
to transcripts of the interviews 
on the same day they are pub- 
lished, and the Washington bur- 
eaus of the leading wire services 
and dailies have been using de- 
tailed stories on the interviews. 

The interviews with leaders in 
government, business, labor, agri- 
culture and national and inter- 
national affairs take place in the 
magazine’s conference rooms, with 
senior editors asking questions in- 
formally of the expert on the 
chosen subject. The entire conver- 
sation is recorded, and a tran- 
script submitted to the expert, who 
can correct any errors or slips of 
the tongue. Then the transcript is 
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published verbatim, in question- 
and-answer form. U. S. News & 
World Report has found that the 
transcribed press conferences, 
started last September, provide 
more searching discussions of the 


W. Randolph Burgess (left), vice chair- 
man of the National City Bank of New 
York, discussed dangers in the rising 
public debt in this informal conference 
with editors of U. S. News & World Re- 

port. » 


subjects than is possible in the 
usual interview. 

The New York Herald Tribune 
printed the text of the interview 
with John Foster Dulles, in two 
instalments, on the cold war with 
Russia, and carried a lead editorial 
about it. New York Times’ colum- 
nist Arthur Krock devoted his 
May 31 column to the magazine’s 
interview with Herbert Hoover on 
the proposals to reorganize the 
federal government. 


e WOW, whose “Farmers Trip to 
Europe” last December stimulated 
a permanent organization of the 
farmer-tourists who made the 30- 
day trip to nine European coun- 
tries, will sponsor another big 
farm service project next Septem- 


ber. 

This time, the Omaha station 
has planned a tour to visit model 
farms, irrigation and conservation 
projects, cattle ranches, orchards 
and citrus growing areas in 12 
western states, British Columbia 
and Baja California in Mexico. A 
special train will carry the en- 
tourage. The tour is arranged on 
an all-expense basis, with the min- 
imum cost about $435 per person. 
Total reservations will be limited 
to 200. 


e The Seattle Post-Intelligencer 
launched a two-month circulation 
contest in mid-June, offering $9,- 
000 in merchandise as prizes, with 
Buick and Ford cars as the two 
top awards. Contestants must 
identify 60 pictures of prominent 
men and women, their eyes 
masked, and send in entries at the 
end of the contest. 


e Homes and home furnishings 
will get plenty of emphasis in the 
Chicago market during September 
and early October. The third an- 
nual Chicagoland Home and Home 
Furnishings Festival will be con- 
ducted Sept. 11-Oct. 10 under 
sponsorship of a citywide council 
in cooperation with the Chicago 
Tribune. The program, built around 
the slogan “Enjoy living... at 
home,” will be tied in with Na- 
tional Home Week, sponsored by 
the National Association of Home 
Builders, Sept. 11-17; “Home Fash- 
ion Time,” sponsored by the Na- 
tional Retail Furniture Associa- 
tion, Sept. 26-Oct. 1, and the Tele- 
vision and Electrical Living Show, 
sponsored by the Electric Asso- 
ciation, Sept. 30-Oct. 9. 


e The Oregon Journal, Portland, 
will operate its 34th annual “Let 
‘er Buck Special” train to the 
Pendleton roundup Aug. 25-28. 
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of: Tennessee's 


NEWEST—Briggs Outdoor Advertising Co. submits that this darklighted plant for 

a Chicago florist, in which ultra-violet radiations turn into longer wave-lengths 

visible as colored lights, is the greatest advance in after-dark lighting yet known. 

Triangle Sign Co. also uses the darklight in Chicago for a regular Canadian Ace 

beer sign. The sign is a test, in effect, of developments in the field by Kolite Plas- 
tics Co. and Lawter Chemical Co., Chicago. 


Passengers will live aboard the 
train until its return to Portland. 
The promotional service was in- 
augurated in 1912 by the late C. 
S. Jackson, founder of the Journal 
and a one-time owner of the 
Pendleton East Oregonian. 


e@ The Philadelphia Inquirer, in 
cooperation with the public 
schools, may make studying for- 
eign languages more interesting 
this fall by distributing to high 
school students copies of Chic 
Young’s cartoon strip, “Blondie” 
—translated into French, German 
and Spanish. If the experiment 
proves successful, “Blondie” and 
other cartoons will be translated 
into various languages and dis- 
tributed to other schools through- 
out the country. 


e Esquire’s “Liquor Intelligencer” 
section last summer will be fol- 
lowed by a new ten-page “Re- 
fresher” supplement in the forth- 
coming August issue, with major 
emphasis on alcoholic beverages 
and appropriate foods. The section 
will be promoted in window dis- 
plays and advertising of liquor 
stores, while copies and reprints 
will be supplied to commissioners 
of monopoly states, advertisers and 
the public. 

Up until mid-April, producers 
of wines, spirits and beer had 
ordered 62,000 reprints of the “In- 
telligencer,” and individual re- 
quests for reprints, at 50¢ a copy, 
exceeded 10,000. 


e Seventeen has just issued the 
first of a series of reader service 
booklets which it plans to mer- 
chandise through a special depart- 
ment. There are 10 booklets thus 
far available, ranging from “Fav- 
orite Handknits” through ‘“Suc- 
cessful Parties” and “Everybody’s 
Shy” to “Your New Emotions.” All 
are carefully produced with at- 
tractive art covers, and are written 
in specific teen-age terms. 


Inland Press Adds Two 


Inland Daily Press Association 
has elected to membership the 
Lake County News-Herald, 
Willoughby, O., and Democrat- 
Tribune, Carmi, Ill. 


Appoints Herbert Leo 


Herbert S. Leo, chief engineer, 
has been appointed to the newly 
created position of director of sales 
of the heating appliances division 


Fashion Theater 
Will Feature New 
Esquire Group Office 


New YorK—Esquire, Inc., pub- 
lisher of Apparel Arts, Coronet 
and Esquire, will move its edi- 
torial, sales and promotion head- 
quarters shortly after Jan. 1 to 
a new building being constructed 
at 488 Madison Ave. Main archi- 
tectural feature of the new office 
will be an 1,800-square-foot fash- 
ion institute and theater which will 
seat 100 persons and be equipped 
for 16 and 35 mm. sound film pro- 
jection, theater-size television and 
window display exhibits. 

The calendar division of Esquire, 
Inc., and its subsidiary, Ideal Pic- 
tures Corp., will remain at 110 E. 
42nd St. and 207 E. 37th St., re- 
spectively. 

Expansion of space occupied 
by Esquire, Inc., is said to have 
been made necessary by growth of 
the three publications, resultant 
staff increases and further pro- 
jected changes. 


Thornton & Fuller to Cox 


Thornton & Fuller, Philadelphia 
automobile dealer, has named J. 
Cunningham Cox, Philadelphia 
agency, to handle its advertising. 
The first big promotion will be 
the sponsorship of the Miss 
Greater Philadelphia contest over 
WCAU-TV for one hour each 
Saturday night during the sum- 
mer months. 


Printing Group Elects Emery 


Printing Industry of Oklahoma 
City has elected Waden Emery, 
Bond Lithograph & Printing Co., 
president. Other officers are: 
Fritz Eisenlohr, H. Dorsey Douglas 
Co., vice-president; Ed Sibel, 
Printing Industry office, secre- 
tary, and Doyle Johnson, Western 
Bank & Office Supply, treasurer. 


Air Cleaner Service Names 3 


R. L. Jeffers, formerly with the 
sales department of Illinois-Cali- 
fornia Express Co., has been ap- 
pointed general sales manager of 
Air Cleaner Service Co., Denver. 
Raymond E. Bunge has been 
named assistant sales manager and 
Marie Smith, sales promotion 
manager, 


Ross Roy Advances Russell 


Richard R. Russell, account traf- 
fic man, has been promoted to as- 
sistant account executive of Ros: 


of Utility Appliance Corp., Los} Roy, Inc., Detroit. He will wor 
Angeles. on automotive accounts. 
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Ohio Agency Polls 
Video Set Owners 
on Listening Habits 


CLEVELAND—Ohio Advertising 
Agency, as part of its third tele- 
vision survey, made a popularity 
poll of television programs and 
found that Milton Berle ranks first, 
baseball second, and Arthur God- 
frey third. 

Questionnaires were sent to 
2,810 video set owners in Greater 
Cleveland and 28 other communi- 
ties in northern Ohio, which are 
served by Cleveland stations. The 
lead question was simple: “Please 
list the ten favorite television 
shows in your home.” 

Of the top ten shows, three were 
sports events—baseball, boxing 
and wrestling—in that order. These 
three sports events received 32.3% 
of the votes for the top ten shows. 

If the votes for western films 
(14th place), feature films (25th 
place) and Korda films (32nd 
place) are grouped, the general 
category of “films” can be listed 
in ninth place. 


ws Almost three times as many 
people voted for the three top 
dramatic shows (“Suspense,” 
“Philco Theater” and “Kraft TV 
Theater’) as cast votes for the 
general category of “films.” 

Top ten network shows (base- 
ball is considered local program- 
ming) are: Milton Berle, Arthur 
Godfrey, boxing, “The Goldbergs,” 
wrestling, “Kukla, Fran & Ollie,” 
“Suspense,” Fred Waring, “Philco 
Playhouse” and “Broadway Re- 
vue.” 

Asked, “Does any one single sta- 
tion provide you with a stronger 
signal and uniformly clearer pic- 
ture than any other station?” 
45.4% said WEWS, and 21.9% 
said WNBK. 


The questionnaire also asked 
listeners when they ate their 
evening meal. The hours, and per- 
centages of families dining at each 
time are: 4 p.m., 3.8%; 4:30 p. m., 
2.85%; 5 p.m., 6.09%; 5:30 p. m., 
27.62%; 6 p. m., 40.20%; 6:30 p. m., 
16.96%; 7 p.m., 4.57%; 7:30 p.m., 
0.76%, and 8 p.m., 0.57%. 


Sponsored Walcott-Charles; 
To Air All-Star Game 


Gillette Safety Razor Corp., 
through Maxon, Inc., signed to 
sponsor the heavyweight champi- 
onship bout between Jersey Joe 
Walcott and Ezzard Charles on 
NBC’s TV and ABC’s AM net- 
works Wednesday, after Madison 
Square Garden’s management set- 
tled its differences with managers 
of prize fighters over share of gate 
receipts and broadcasting income 
(AA, June 20). 

Gillette will also sponsor the 
broadcast of the 1949 All-Star 
baseball game for the sixth year 
on Mutual Broadcasting System 
on July 12. The entire network of 
00 stations will carry the game 
‘rom Ebbetts Field, Brooklyn, be- 
ginning at 1:15 p.m. 


Sandberg to Simon & Smith 


Sandberg Mfg. Co., Portland, 
/re.. manufacturer of Supreme 
il burners, heating and air con- 
uitioning units and furnaces, has 
amed Simon & Smith, Portland, 
9 direct its Pacific Northwest ad- 
ertising campaign. Regional news- 
apers and consumer magazines 
vill be used plus direct mail and 
ealer promotion support. 


“ormaid Appoints Dowd 


Formaid Co. has appointed John 
’. Dowd, Inc., Boston, to direct 
he advertising and sales promo- 
on of Formaid brassieres. Na- 
onal magazines, trade publica- 
ons and newspapers will be used. 


‘esigns Eagle Lion Post 


Jack C. Alicoate, who has been 

the advertising-publicity depart- 
‘.ent of Eagle Lion Films, New 

ork, since the inception of the 
¢ mpany more than two and a half 
y-ars ago, has resigned. 


She eResyr Sigpest ™/*. 


‘Times’ Shifts Personnel 


A change in management of the 
Times, St. Cloud, Minn., following 
the recent death of its publisher, 
Fred Schilplin, has been announ- 
ced by Fred C. Schilplin, his son, 
who becomes president and pub- 
isher. Harold Schoelkopf, man- 
aging editor, has been named edi- 
tor and Otto A. Rupp, assistant 
treasurer, has been appointed bus- 
iness manager. C. H. Gustafson 
remains as general advertising 
manager and Clarence Belanger 
continues as circulation manager. 


Automatic Radio Names Hare 


Automatic Radio Mfg. Co., Bos- 
ton, has named Hare Advertising, 
Boston, to direct all sales promo- 
tion and advertising of Auto- 
matic’s Tom Thumb portables and 
new television sets. Previously 
Hare Advertising served only as 
counselor on advertising. 


Dearborn Appoints Golsien 

Cc. K. Golsien has been named 
advertising and sales promotion 
manager of Dearborn Stove Co., 
Dallas. 


Appoint Gibbons Agency 


The Winnipeg office of J. J. 
Gibbons Ltd. has been appointed 


by Brandon Woolen Mills Co., 
Brandon, Man., to direct its ad- 
vertising. Spratt’s Patent (Can- 
ada) Ltd. has named the Toronto 
office of the agency to handle its 
account. 


KGER Opens New Studios 


KGER, Los Angeles, has opened 
new studios and business offices 
in the Spring Arcade building, 541 
Spring St. 


Sullivan to Jack & Heintz 


John A. Sullivan, formerly sales 
manager of the home appliance 
division of General Millis, has been 
named sales manager of the mer- 
chandising department of Jack & 
Heintz Precision Industries, Cleve- 
land. 


‘Argosy’ Names Bleser 

P Richard K. Bleser, formerly 
with Bridegroom, has been named 
New England representative of 
Argosy, making his headquarters 
in New York. 


Frances Hooper with bunch of her Chihuahuas 
... Seeking a dog food account or what ? 


ec 
ite all, being as that I am a woman, if I 
can’t come up with ads that motivate women 


to buy—I might as well be a man.”’. . . This is 


so closely to accounts that have to do with 
home, food, beauty and fashion— 


First, it was newspaper reporting. Second, ‘‘Bar- 
gains in the Shops,’’ a newspaper feature meant 
merely to entertain women readers but sold so 
well she was taken over by Marshall Field & 
Company as promotional director (not the only 
department store that tried to bag this sprouting 
genius). Next, the Frances Hooper Advertising 
Agency—just like that. ... 


Those 8 years at Field’s are valued beyond meas- 


ure by adwoman Hooper—(1) gave experience 


the typical sort of answer you get when you 
ask Frances Hooper why she has always stuck 


ads 


eae 


since and rem@iti..———— 


Bien 
Bel 
: 


- Kes Be sey ya? — eee 


Frances Hooper 


President of Hooper-Cameron Advertising Agency 


specializes in 


that sell 


women 


name f 


A Hooper Humanette and brace of Puppets, which now serve 
as Television Devices — turning a hobby into a grand, new 
advertising medium for her concern. 


selling in so many different lines and (2) made 
it possible to check advertising and merchan- 
dising results at once—an immediate index, im- 


portant for any advertiser's schooling. 


Another thing learned at Field’s—the pulling 
power of Quality—all the way from your mer- 
chandise to the finishing touch on your ads. 
“The first ad I evegWrote was at Field’s,’’ says 
- FH, “and that iswheng firspbecammeacquaincc! 
with Partridge ~ Anderson: Ir was the begin- 
ning of a fine -clationship that has existed ev<: 


i“ 


m 
yet 
a 


Partridge Rnd Eer son Company 


712 Federal Street . Chicago 5, Illinois - Phone HArrison 7-3732 


ELECTROTYPERS * NICKELTYPERS * MATRIX MAKERS + STEREOTYPERS 
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Paley’s Talent 
Raids Pay 
Off in Ratings 


CBS Goal Is Radio 


Impregnability Every 
Day, Gittinger Says 


By MAuRINE BROOKS 

New YorK—One year ago Wil- 
liam S. Paley told ADVERTISING 
Ace: “The difference in over-all 
listening between NBC and CBS 
is due chiefly to two or three stars 
on NBC.” 

Evidently Columbia’s dynamic 
board chairman had been giving 
this situation a great deal of 
thought for within a few months 
he was to start his blitzkrieg drive 
to shift the balance of power in 
talent strength to CBS. Using cap- 


A. 


ital gains as an opening wedge, 
Mr. Paley master-minded the 
greatest switching campaign the 
country had seen since Calvert dis- 
covered the magic of the word. 

Now as then the network is care- 
ful not to de-emphasize the im- 
portance of its high-rating net- 
work built shows—Arthur God- 
frey, My Friend Irma and others 
—which have been developed over 
a long period of years. CBS can- 
didly is interested in strong box 
office programs whatever the 
source—whether Columbia devel- 
oped (Mr. Godfrey), agency de- 
veloped (Lux Theater) or ac- 
quired from another network 
(Jack Benny). 


s Starting with Amos 'n’ Andy, 
signed in September, the list of 
stars acquired from competitors in- 
cludes: Jack Benny, Ozzie & Har- 
riet, Red Skelton, Edgar Bergen, 
Horace Heidt, Burns and Allen (all 
from NBC) and Bing Crosby and 
Groucho Marx (from ABC).CBS 
makes no secret of the fact that 
this drive will continue full speed. 
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revolutionary 
_ LUSTREX” box 
sells berri 


For IDEA HUNTERS 


YOUR problem? 


An Idea Hunter looked at a berry box. 
“Why make it of wood or cardboard?” he asked. 
Always been made that way, was the answer. 


“Not good enough reason. Why not make it of plastics?” 


Costs too much. 


“Heck it does! Not when you figure al/ the cost factors!” 


What factors? 


“Well, lookit. The berries sell faster in this attractive box. They 
can be packed directly in the box. They can be washed in the box 
... plastics won't waterlog! There's better ventilation, less spoilage. 
Inspectors and shoppers can see contents clear to the bottom of 
the box. More sanitary, too, And the box will trade the berries up 


.. command premium prices. Shoppers will want it . . . they'll 
have a dozen re-uses for a package like this! Total it up and you 
find plastics don’t cost more . . . they save you money!” 


RESULT: Allied Plastics Co., Los Angeles, is working like crazy 
turning out these fast-selling berry-moving boxes of Monsanto 
Lustrex in a variety of shapes, sizes, colors, degree of mesh. 


* * * 


ARE YOU AN IDEA HUNTER? Probably your business isn’t 
berries . . . but here’s a thought that is! If you, like the berry 
growers, have been hungry for a new sales-making idea in 
packaging or product design—try some idea hunting with 
Monsanto Plastics in mind! Mail the coupon and we'll put 
on our thinking caps with you. 


om 
MONSANTO CHEMICAL COMPANY 
Plastics Division ° 
“epe. AAP 4, Springfield 2, Mass. 
Please send me your illustrated booklet "Package in ® 
Plastics 
I have a packaging problem that plastics mighte 
solve. Please have your representative call 


Name es Title ai Ty 
Company “ 
Address a cal 

City Zone _ State “g 


SERVING INDUSTRY .. . WHICH SERVES MANKIND 


Among future objectives: Take It 
or Leave It, Jimmie Durante, Hit 
Parade. 

Of the impressive collection of 
stars listed above, only Amos 'n’ 
Andy, Mr. Benny and Ozzie & 
Harriet were Columbia attractions 
during the 1948-49 season; the 
others are booked for the 1949-50 
season. 

To demonstrate the soundness 
of Mr. Paley’s theory, the net- 
work’s research department cites 
both Hooper and Nielsen. On the 
Dec. 30, 1948, Hoopereport for 
evening, the leader score was NBC 
eight, CBS four and ABC three, 
with a comedian who sometimes 
uses a violin for laughs holding the 
No. 1 spot for NBC. Mr. Hooper’s 
next report (Jan. 15)—the first 
regular one since said comedian 
changed networks—showed the 
first 15 for evening broken down as 
follows: CBS seven; NBC five and 
ABC three. 


a Mr. Nielsen’s list of the top 
20 nighttime shows (total audi- 
ence) for the week of Dec. 19-25 
gave NBC 12, CBS seven and ABC 
one. For the week of Jan. 2-8 
(Mr. Benny’s first week on Co- 
lumbia), the breakdown was CBS 
ten, NBC nine and ABC one. 

This was the first time since C. 
E. Hooper, Inc., started checking 
America’s listening habits that 
NBC had not taken a majority of 
the nighttime leaders. Once hav- 
ing forged ahead, Columbia has 
yet to relinquish its dominant po- 
sition on the nighttime honor rolls 
of Hooper and Nielsen. 

January-May averages of the 
first fifteen for evening, according 
to Hooper, give CBS eight, NBC 
five and ABC two. Averages of 
the top ten daytime programs for 
the same period give CBS six and 
NBC four. 

Columbia’s average rating per 
minute for all evening sponsored 
shows, January-April, as reported 
by A. C. Nielsen Co., was 13.1, 
against 11.3 for the nearest com- 
petitor, CBS research points out. 
Average NRI rating per minute 
for all daytime sponsored shows 
for the same months—CBS 7.0; 
nearest network, 6.6, it was stated. 


gs William C. Gittinger, vice-pres- 
ident in charge of sales, explains 
the reason for CBS’ heavy expend- 
iture for talent: 

“We plan to be strong in radio 
for many years. We must stay 
strong in sound broadcasting; it’s 


MONEY TO SPEND—To emphasize that wage earners have the money to buy Sunkist 

products, Bob Campbell, advertising representative for True Story Women’s Group 

(right), called on Russell Z. Eller, advertising manager, California Fruit Growers 
Exchange. 


our main source of income. RCA 
can make money on television sets. 
CBS must be impregnable in radio 
seven days a week—at least that’s 
what we’re aiming for.” 

Pointing out that the network 
had established a reputation as a 
builder of high rating shows be- 
fore the Benny era, the executive 
said the “capital gains publicity 
has thrown the picture out of fo- 
cus.” 

“Our capital gains acquisitions 
(a good many of those called cap- 
ital gains deals were straight 
sales) are only the cream on the 
top of the whole recipe.” 


ws As to the charge that CBS is 
inflating the talent market at a 
time when advertisers are watch- 
ing their dollars more closely, Mr. 
Gittinger stated: “None of the 
properties we acquired is costing 
the advertiser a nickel more than 
it did before we took over.” He 
called attention to NRI average 
cost-per-thousand for all spon- 
sored programs in January—after 
the Benny switch. CBS’ cost per 
thousand was listed at $1.67, the 
lowest of the four major networks. 
The closest network cost per thou- 
sand was $1.82. 

“Four of our package shows— 
‘Godfrey’s Talent Scouts,’ ‘My 
Friend Irma,’ ‘Suspense’ and 


‘Crime Photographer’—appear 
regularly in the first 15,” he said. 
“Not one of them is priced higher 
than $9,000.” 

In answer to reports that CBS 
has been instructed to economize 
on summer programming, Hubbell 
Robinson Jr., vice-president who 
directs the network’s program 
building activities, points out that 
there are more big feature pro- 
ductions in the works for this year 
than last year. Those shows for 
which he has highest hopes in- 
clude: Joan Davis (her last radio 
try on CBS as a co-op attraction 
flopped); “Young Love,” new 
situation comedy; Abe Burrows 
(back with a new contract for a 
second try) and “Earn Your Va- 
cation,” a quiz for school teachers. 


ws In past years Columbia has been 
spending approximately $3,000,- 
000 for sustainers and program 
building. This year’s expenditures 
depend on the fall schedule. With 
less time expected to be open, the 
network will have correspondingly 
less need for new programs. 

With the renewal of “My Favor- 
ite Husband” by General Foods, 
all sponsored packages created by 
CBS have managed to survive the 
wave of cancelations, Mr. Robin- 
son pointed out. 

When asked what was the net- 
work’s formula for building shows 


Which one 
meets your 


Screening test? 


eae 


If you’re interested in autographs 
— on order blanks — it’s the one 

on the right. With his wife, he 
spends one of the biggest 

incomes among all big magazines on home 
and family. Their guide to spending 
is Better Homes & Gardens — 

a 100% service book devoted entirely 
to their home-and-family 

interest. Is your story there when 
they're looking for ideas? 


America’s First Service Magazine 
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—a good number of which click 
with the populace—Mr. Robinson 
answered: 

“First of all, our management 
had the foresight to hire a staff of 
genuinely creative people with 
ideas. Such people as Irving Mans- 
field, Cy Howard, Jess Oppen- 
heimer, Harry Ackerman (CBS 
vice-president in Hollywood), Les- 
ter Gottlieb, Norman MacDonnell, 
Abe Burrows—among others.” 


s He outlined the steps in crea- 
ting a new show: (1) There must 
be a good, clear conception of the 
leading character; (2) care must 
be exercised in selecting perform- 
ers with the talent to project this 
character; (3) the producer must 
have the skill to make the writer’s 
conception come alive in execu- 
tion. 

Columbia this year has pounded 
hard at the opposition in the radio- 
advertising press and in news- 
papers, never missing an oppor- 
tunity to press an advantage. Vic- 
tor M. Ratner, advertising vice- 
president, and Louis Hausman, 
director of sales promotion and 
advertising, have big plans in the 
making for fall. But like ABC and 
NBC executives, who are also 
planning to take the network 
struggle into the promotion field 
this fall, they are not tipping their 
hand. 

One thing seems certain: CBS 
will spend several times its usual 
fall promotion budget. There will 
be a heavy emphasis on newspaper 
copy, with affiliates placing adver- 
tisements in their markets. In ad- 
dition, magazine copy is planned 
to publicize daytime broadcasts. 
And, of course, the airwaves will 
be saturated with program remind- 
ers. 

CBS also will be aided in the 
fall takeoff by sizable campaigns 
that Coca-Cola Co. and Liggett & 
Myers reportedly will stage for 
their “new” stars, Edgar Bergen 
and Bing Crosby. 


L. A. Adwomen Elect Kentz 


Beatrice Kentz, media assistant, 
Batten, Barton, Durstine & Os- 
born, has been elected president 
of the Los Angeles Advertising 
Women. Other officers elected are: 
Ist vice-president, Mary Bu- 
chanan, Union Pacific Railroad; 
2nd_ vice-president, Helen Ed- 
wards, Helen Edwards & Staff, 
Inc.; corresponding secretary, Bea 
Davies, Mayers Co.; recording sec- 
retary, Callie Thoming, Registered 
California, Inc., and _ treasurer, 
Margaret Zoll, Dana Jones Co. 


Pittsburgh Adclub Elects 


Carl Dozer, sales manager of 
station WCAE, Pittsburgh, has been 
elected president of the Pittsburgh 
Advertising Club. J. Earl Elder, ad- 
vertising director of Sears, Roe- 
buck & Co. in Pittsburgh, has been 
named Ist vice-president and pro- 
gram chairman, Ernest T. Giles, 
vice-president of Ketchum, Mac- 
leod & Grove, also has been named 
vice-president. 


Admiral Appoints Bambery 


Richard J. Bambery, who form- 
erly operated his own public rela- 
‘ions organization, has been ap- 
ointed to the newly created po- 
sition of director of public rela- 
‘ions of Admiral Corp., Chicago. 
John R. Hughes, formerly with 
Farnsworth Radio & Television 
Corp., has been named regional 
manager of Admiral. 


Gets Milling Account 


Ph. H. Postel Milling Co., Mas- 
autah, Ill, miller of Elegant feed 
nd flour, has named Warner, 
schulenburg, Todd & Associates, 
>t. Louis, to direct the advertising 
‘f both the flour and feed. South- 
rn and midwest radio, news- 
— and direct mail will be 
ised, 


Moves to Larger Offices 


Specialties Distributors, Inc., 
Chicago, has moved its offices from 
9 i Michigan Ave. to larger 
Cuarters in the Steger building at 
23 E. Jackson Blvd. 


Advertising Agency 


THE TREASURER 
His cares are all important, all financial; 
He’s not concerned with whether ads are pretty, 
But whether client’s rating is substantial, 
And whether there are kopeks in the kitty. 
He is the checker of expense accounts 
And scans all items billed as entertainment; 
His lowered brow considers such amounts 
As justifying, at the least, arraignment. 


As the guardian of the purse strings, he is strong 
At saying no to contributions, raises; 
His words are short, his features always long; 
He isn’t one to scatter random praises; 
But twice a month he has a happy hey-day 
For everybody loves that man on payday! 
Arthur Frederic Otis 


Appoints Bayless-Kerr Appoints John Norman 


Bayless-Kerr Co., Cleveland, has| John B. Norman has been ap- 
been appointed advertising con-| pointed director of sales promotion 
sultant of the Steel Founders’ So-|of Advertising Associates, Sag- 
ciety of America, Cleveland. inaw, Mich. 


Northwest Council Elects 


The Northwest Council of Ad- 
vertising Agencies has. elected 
Harry R. Wilson, Wilson Adver- 
tising Agency, St. Paul, president. 
Others elected are: Donald H. 
Johnson, Addison Lewis & Asso- 
ciates, Minneapolis, vice-president; 
Eugene H. Gould, Goulke Agency, 
Inc., Minneapolis, secretary, and 
Lloyd Nelson, Nelson-Willis, Min- 
neapolis, treasurer. 


Harris-Seybold Ups Perry 

Ren R. Perry, district manager, 
has been named to the newly crea- 
ted position of general sales mana- 
ger of Harris-Seybold Co., Cleve- 
land. He joined the company in 
1926. C. A. Loefgren, Chicago Met- 
ropolitan sales representative, has 
been appointed Chicago branch 
manager. 


Shillito Names Hoover A. M. 

Donna Hoover has been named 
advertising manager of John 
Shillito Co., Cincinnati depart- 
ment store, part of the Lazarus 
chain. She has been with the com- 
pany since 1947 as executive copy 
chief and as assistant advertising 
manager. 


Foster Appoints Two V. P.s 


Harry E. Foster Advertising, 
Toronto, has announced two senior 
appointments. C. W. Duncan, di- 
rector of planning, has been named 
executive vice-president in To- 
ronto, and J. C. Nichols, manager 
of the Montreal branch, has been 
appointed executive vice-president 
in charge of the Montreal opera- 
tions. 


Smoker-Teer Names Franklin 

Smoker-Teer Co., Boston, has 
named Franklin Advertising Ser- 
vice, Boston, to handle the adver- 
tising and sales promotion of its 
new Smoker-Teer. A consumer 
drive is being launched in Esquire 
and selected newspapers. 


FILE CUTS, ART WORK 
PHOTOS, SAMPLES, ETc. 


IN 
pa Dandy Storage Piles 
ime] Inexpensive fibre board yerticgl files that 
a enable you to store a whale of a lot on little 
: shelf space. No stack- 
ing. Made in 9 useful 
sizes -- 84 x 11 in. to 
1) x 14in. 1,2 and 
= 3in. deep. Write for 
further information 


ANDY and prices today. 
STORAGE FILE CO. Box 125-G WAUSAU, WIS. 


bce 


"A standardized analysis as con- 
ducted by major newspapers in 
Milwaukee, Indianapolis, 
Omaha, Seattle, St. Paul, | 
_ Philadelpia, Columbus, 
Birmingham, San Jose, — 
Fresno, Modesto, 


a 


DOES IT! _ 


This one medium, single- 
handed, sells the Seattle 
market becouse it reaches _ 
8 out of 10 Seattle homes. 


a Pay We J 


, Lo is 


HE new 1949 dion of this revealing STUDY OF BRAND 

" § PREFERENCES in the SEATTLE MARKET is fresh off the presses. 

. Filled with useful, up-to-the-minute facts on Market, Methods, 
Foods, Toiletries, Home Equipment, General Buying Habits. Get 
your copy now; no obligation. Ask the O’Mara & Ormsbee man 
—or Write to The Seattle Times, Seattle 11, Washington. 


Represented by O'MARA & ORMSBEE 
New York + Detroit + Chicago « Los Angeles * Sen Francisco 


READY FOR YOU! 
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No. 3333. Covering the Beverage 
Field. 


The Union Server, which is is- 
sued semi-monthly in newspaper 
format, has published this booklet 
outlining its market, circulation, 
editorial setup and assistance pro- 
vided by its service department. 


No. 3334. Reader Characteristics. 


Mechanix Illustrated has pub- 
lished the 1949 edition of its read- 
er characteristics surveys, pre- 
senting data on age of readers, 
education, occupation, family in- 
come, home ownership, automo- 
bile ownership and hobbies. The 
report shows that 72.4% of the 
readers have a home workshop or 
workbench; the median family in- 
come is nearly $4,000, and four out 
of five own at least one automo- 
bile. 


No, 3335. Omaha World-Herald 
Consumer Analysis. 


This is the 5th annual edition 
of the Omaha World-Herald’s con- 
sumer analysis of the greater 
Omaha market, including a study 
of buying habits, brand pref- 
erence, ownership and dealer dis- 
tribution. The report covers food 
products, drugs and toiletries, soaps 
and cleansers, beverages and homes 
and equipment. Under a general 
heading are autos, gasoline, tires, 
etc., and dog food, tobacco and 
numerous miscellaneous products, 
with facts about composition of 
families and other data. 


No. 3336. Quad-City Employment 


Barometer, April, 1949. 
The Moline Dispatch and Rock 


NOTE: Inquiries for items listed above 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Tl. 


Pprrererererrrrrrittrir tit ttt titi 


CITY & ZONE 


Prrererrrrrrrtiitittt titties 


Island Argus have available a re- 
port on the number of industrial 
firms and employment in the 
Quad-Cities: Moline, East Moline 
and Rock Island, Ill., and Daven- 
port, Ia. The figures are compiled 
from records of the Associated In- 
dustries of the Quad-Cities. 


No. 3337. Quad-City Trends Are 
Up. 

Charts in this folder, issued by 
the Rock Island Argus and Moline 
Dispatch, indicate the rise in pop- 
ulation, retail sales in food, gen- 
eral merchandise and drug classi- 
fications, and Argus-Dispatch cir- 
culation, from prewar 1940 to 
1947-48. The folder includes a map 
of the Quad-City market area. 


No. 3315. Five Advertising Types 
and the Happy Medium. 


NBC Spot Sales has released this 
booklet, which highlights the mar- 
kets reached by spot radio, sales 
results, comparative costs of major 
media, etc. 


No. 3316. Third Annual Analysis 
of New Car Sales. 


The Cleveland Press has issued 
this detailed analysis of new pas- 
senger car sales in Cuyahoga 
County, augmented by national 
and state sales figures and com- 
mercial car sales. 


No. 3318. Wisconsin Farm Income. 

Wisconsin farmers’ cash receipts 
are shown in this tabulation for 
1948, issued by Wisconsin Agri- 
culturist & Farmer. This material 
also includes monthly figures from 


Please send me the following (insert number of each item wanted) 
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1945 through February, 1949. 


will not be serviced beyond August 8. 


MAXWELL 
SERVICE 


 @ fart of your — 
SALES DEPARTMENT 


POSTER 
ADVERTISING 


PAINTED DISPLAYS 
pales ko 


SPECTACULAR 
ELECTRICS 


Fi eae 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
|portant job? Then tell the advertising 
| world about it right here in the classi- 
| fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


or _ discounts on multiple insertions 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 
Needed in Chicago -a girl Friday to pub- 
lic relations director for national cam- 
paign. Good training for PR field. 

Call AN -3 - 7044 


COPYWRITER; we want an experienced 
copywriter - capable of becoming a copy 
chief- who wants to work in a small 
city. When writing state experience, age, 
and salary requirements. The Jaqua Ad- 
vertising Company, 101 Garden Street, 
Grand Rapids, Michigan. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ARTIST wanted. Swap big-city living for 
fishing and hunting paradise! Need crisp 
layout and cartoon man. Send samples. 
i » * Adv. Agency, Duluth, Minn. 


Southern agency is in need of a good 
letter artist. Send samples of your work, 
state minimum salary, age, experience, 
etc. Address: P. O. Box 540, Roanoke, Va. 


Young advertising salesman wanted. 
Chicago publishers’ representatives firm 
has exceptional opening in New York of- 
fice for recent journalism or business 
graduate under 30. Virtually unlimited 
opportunity for energetic, willing worker. 
Chicago phone: SEely 8-0480 

New York phone: MUrray Hill 7-7839 


Industl Copywriter $4000 
EGitor-Comstructiom .......cccccccccccccceeeceneeee Open 
2. eee $275 


Serving Employer and Employee 
SHAY AGENCIES 
30 W. Washington “ Chicago 2, Ill. 


> POSITIONS WANTED 


ART DIRECTOR—Suffering from claus- 
trophobia interested in new spot—no one 
man agency. National stuff. 

Box 2522, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PUB. REL. DIR. of large Chgo. adv. 
agency for past 3 yrs. wants job as dir. 
or asst. similar position in progressive 
Chgo. adv. agcy. Have 14 yrs. experience 
as reporter, editor and publicity man. 
College graduate. Available immediately. 

Box 2523, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


“NATIONAL ADVERTISING REP. 
Available July 1st from Chi. office news- 
paper rep. organization. 13 yrs. general 
and retail exper. Five yrs. as direct mid- 
west rep. of N. Y. C. paper. Knows mid- 
west agencies and advertisers. Married, 
41, college educated. 

Box 2524, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


EXCEPTIONAL OPPORTUNITY 
FOR AN ADV. AGENCY PRESIDENT 
—who needs a man whose experience with 
large, medium size and small agencies 
and as head of own business, strongly 
proves him to be (1) an account supervisor 
of first-rate ability; (2) a top copy and 
idea man; (3) a: highly capable business- 
getter. Grocery and drug products; beer; 
industrial; automotive; financial; public 
relations (former newspaperman). Salary 
subordinate to associations and a heads- 
up operation. Single. Go anywhere. 

Box 2525, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Adv. Mer. or Agency Copy Contact 

Experienced as advertising and sales 
promotion manager, account supervisor, 
copy contact, and copywriter. Know mer- 
chandising, sales promotion, media, etc. 
experienced in national, distributor, 
and dealer campaigns in industrial and 
major appliance accounts. 

Considered a strong idea man, good 
campaign planner, excellent team worker. 
College graduate, 32 years old. Would 
be most valuable to organization with 
real need for advertising manager, 
assistant sales manager with heavy 
promotion and contact responsibilities, 
or agency desiring a copy contact with 
industrial and consurner exverience. 

Box 2528, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALES 
Hard hitting, hard working, fast selling 
seasoned space man now covering top 
agencies and accounts in Middle Atlantic 
States. 15 yrs. advertising experience. 
Available for saleable media. Any good 
offer will be considered. Write today. 
Box 2529, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Would } a green ad 


you be interested in 
major from Missouri U. who is not too 
thoroughly indoctrinated with book learn- 
ing to change to meet your needs? Grad- 
uate Aug. 3. Interested in anything that 
offers future. Prefer to locate in West. 
Box 2527, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


SET ALEE cassia eponvalinins Wis aed tne WATE ak GEE oe. Regu 


ond spoce over 5 inches apply on display 


POSITIONS WANTED 


SPACE SALESMAN AVAILABLE 
Experienced in Newspaper and Trade 
Magazines fields. Known in Chicago. Un- 
married. College Trained. 

Box 2526, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Space Salesman available. Sales last 
year $80,000. Go-getter, college grad- 
uate. Well known in Chicago area. 

Box 2530, ADVERTISING AGE 


_100 E. Ohio St., Chicago 11, 1. __ 


Top-Notch 
ADVERTISING MANAGER 
Twenty years experience with agencies 
and manufacturers. Skilled in copy, pro- 
duction, merchandising and sales promo- 
tion. Knows how to make advertising 
dollars work harder and accomplish more. 
Possesses creative and executive ability 
to a high degree. Now employed. Can 

not leave Chicago area. 
Box 2531, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WILL BE AVAILABLE SOON—Advertis- 
ing Executive with 10 years of fully- 
rounded experience in optical and photo- 
graphic fields. 36 years old, married, 2 
children, solid citizen. Salary $12,000. 

Box 2532, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


POINT OF SALE HEADACHES? 
HERE’S A SOLUTION! 

If your product needs better merchandise 
presentation, remember that your display 
is no better than the designer who cre- 
ated it. Point of sale advertising needs 
the services of a specialist. He must be 
able to effectively translate the manu- 
facturer’s message into good display.. 
which means that he must know the 1000 
and 1 reasons that go to make some dis- 
plays good and others bad. Twelve years 
as a top-flight display designer and art 
director, serving over 50 national ac- 
counts say I can help you with your 
display problems. If you want a really 
efficient designer to act as an aspirin 
to your display headache, I'll be glad to 
outline my services. 

Box 2535, ADVERTISING AGE 

100 E. Ohio St., Chicago _ 11, Tl. 


_ REPRE SENTATIVES WANTED 


High Class Man to represent manufac- 
turer of MOTION-DISPLAY units for op- 
erating Motion Window and Counter Dis- 
plays. Now used by some of the leading 
National Advertisers. Commission basis. 
Box 2534, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


PUBLICATION PRINTING 
If you are a publisher of a magazine 
printed in black or colors and want to 
place the printing in a smaller mid- 
western town, where you can get good 
workmanship and dependable _ service 
without labor difficulties, write: 
Box 2507, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FINE AGRICULTURAL ART 


John Andrews, 1504 Dodge, Omaha, Nebr. 


Advertising Post Cards in Full Color— 
a beautiful, resultful, inexpensive ad- 
vertising medium. Samples Free. Substan- 
tial discount to advertising agencies for 
resale. Single cards for direct - by - mail; 
double cards, rouletted, one a business 
reply card, for order - getting. Anything, 
any size. Your copy, black - and - white 
photos or wash drawings, line drawings 
and type, completely reproduced in color 
from your mere color insertions. 

Write East Texas Engraving Company, 

tyler, Texas 


ACCOUNT EXECUTIVE 


stymied at present, seeks wider oppor- 
tunity where his 15 years experience in 
media and agency work can be utilized. 
Especially capable of handling or solicit- 
ing accounts, know all media, have crea- 
tive sales ideas. Wish opportunity of 
working with an alert, aggressive organ- 
ization. Own substantial home but will 
consider move anywhere for right oppor- 
tunity and salary. Box 7391, Advertisine 
Age, 100 E. Ohio Street, Chicago II, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Atlantic 


The World's 


Where 18,000,000 


visitors will come face to face 
with this HARWOOD’'S 


Semi-spectacular. 


May We Serve You? 
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Advertising Age, June 27, 1949 


‘Cosmo’ Contest Is 
for Quiz-Whiz Admen 


New YorK—Cosmopolitan has 
finally taken pity on the onl 
persons usually barred from con- 
tests—advertisers, agencies and 
members of their families. 

Early next month the magazine 
will launch a business paper cam - 
paign, using AA and three other 
advertising publications, announc- 
ing a quiz for the “Ad Biz.” 

“Cosmo-Quiz,” consisting of 
questions on four consecutive is- 
sues, starting with the July Cos- 
mopolitan, offers 1,015 prizes 
worth $6,500, topped by a Chev- 
rolet convertible. 

To qualify for the grand prize, 
entrants must enter at least two of 
the four monthly contests. Ques- 
tions in the quiz are multiple- 
choice, and cover the magazine’s 
editorial content. The coupon also 
requires a 25-word (or less) com- 
pletion to “I enjoyed July Cosmo- 
politan because .. 

Monthly prizes feature a $150 
wrist watch, $90 pen and penci! 
set, a $35 Admiral portable and 
250 additional prizes. 

Donahue & Coe is the agency. 


Starts Vermouth Campaign 


Fruit Industries Ltd., San Fran- 
cisco, has launched a campaign in 
consumer and trade publications 
in Wisconsin, Illinois and Michigan 
to promote F. I. vermouth. A 13- 
week television schedule over 
WBKB, Chicago, is included in the 
campaign. 


Gets Atomizer Account 


Walsh Advertising Co., Mon- 
treal, has been appointed to handle 
the advertising of Delan Perfume 
atomizer, distributed in Canada 
by Herdt & Charton, Inc., Mon- 
treal. 


Gets Hotel Account 


Charles Docker Co. has been ap- 
pointed to handle the advertising 
of Fairmont Hotel, San Francisco. 


Needed: Man Who Knows 
Hardware Trade 


He may be an agency man now 
handling hardware accounts; in 
the advertising or sales promotion 
department of some hardware 
wholesaler or manufacturer, an 
association man, or he may be in 
the editorial department of a hard- 
ware trade paper where progress 
is stymied 

For such a man, preferably one 
under 35, there exists a real oppor- 
tunity for a good job now, and an 
excellent future, in the editorial 
department of a long-established 
trade paper publisher. 

The man we want should have 
an intimate knowledge of hard- 
ware jobber-dealer distribution. 
He should have a nose for news 
and the ability to get facts onto 
paper in an orderly, readable 
style. Preferably, he should know 
the key people in the trade and b« 
known by them. 

If you think you're the man 
tell us your story, both persona! 
and business-wise, with a recent 
photo, if available. All of our em- 
ployees know of this advertise- 
ment. 


Box 7393 Advertising Age 
100 E. Ohio St. Chicago 11, II! 


ADVERTISING 
SALESMEN 
WANTED 


for Expanding Group of Newspapers | 
the Troy-Albany-Saratoga Area. 

Here are splendid opportunities for :e¥- 
eral ambitious, energetic young men, 
25-35, who have had experience in sell- 
ing newspaper display advertising, pre‘ er 
ably in small cities and towns. 

A liberal drawing account is given p vs 
plenty of INCENTIVE to earn SUBSTA- 
TIAL salary in commissions with promp! 
ADVANCEMENT. 

ACT TODAY! 
Outline your sales experience, give ave, 
references, & indicate whether you hceve 
your own car. BOX 7374 
Advertising Age, 11 E. 47th St. 

New York 17, N. Y. 
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_\dvertising Age, June 27, 1949 


en EVRO te RT a 


The mest Bacal BUY of oll 


#2 ‘Hold Everything 


until you get hold of the best” > ‘ 


- 


so “ L gm eveoutr oemicn 
WAIT—“Hold Everything” and “I’m bid- 
ing my time...” head new ads the 


Chevrolet division of GM is using in 

about 6,000 newspapers to urge prospec- 

tive buyers to wait patiently for delivery. 

Both ads feature exclusive Chevrolet fea- 
tures. 


California Artists 
Face Big Tax Fight 


Los ANGELES—Formation of the 
Advertising Artists’ Association of 
Southern California, with offices 
at 527 W. 7th St., has been an- 
nounced by George Spielman, 
president of the association. The 
organization will promote “the 
general welfare of the industry 
with special attention to current 
tax and legislative matters.” 

First problem tackled by the 
group is one raised by a recent 
directive of the State Board of 
Equalization, to collect sales tax 
from artists and to impose taxes 
and penalties retroactive to 1938 
when a ruling specifically declared 
that advertising artwork was ex- 
empt from the sales tax. 

The tax had been collected from 
1933, when it became effective, un- 
til the ruling was made in 1938. 
Mr. Spielman said that the 18 ad- 
vertising art studios and nearly 
700 free lance artists in the area. 
doing a $5,000,000 annual business 
with payrolls approximating $3,- 
000,000, are threatened with vir- 
tual extinction by the directive. 


s He said that audits now com- 
plete or under way have resulted 
in both oral and written notice of 
individual assessments ranging 
from $2,000 to $14,000, which will 
result in closing many advertising 
art services. 

In addition to seeking solution 
of the sales tax problem, the as- 
sociation ultimately hopes to estab- 
lish a standard of ethics within 
the industry, and to act as a clear- 
ing house to disseminate credit and 
related information to members. 

Roy E. Wilson is vice-president 
of the association. E. C. Northridge 
is secretary-treasurer. 


Foster & Kleiser Promotes 
McCready and Wright 


N. M. McCready, director of 
sales and director of the company, 
ias been named vice-president in 
charge of sales of Foster & Kleiser 


la 


N. M. McCready Cyril Wright 


©o., San Francisco, outdoor adver- 
‘sing. He joined the company in 
124. Cyril Wright, in charge of all 
les promotion activities for seven 
_ has been appointed director 
Sales. 


Martin Appoints Kells 


Charles F. Kells, formerly man- 
a: ing director of the Electric In- 
i .strial Truck Association, has 
5 en named eastern manager of B. 
J). Martin Publishing Co., Chicago, 
bi blisher of Electrified Industry 
a d Today’s Business. 


Drops Mengel Account 


Marschalk & Pratt Co. New 
York, will resign as agency for the 
Mengel Co., Louisville furniture 
manufacturer, upon completion of 
the current advertising schedule 
this fall. No new agency has been 
appointed. The current appropria- 
tion is understood to be about 
$600,000. 


Three to Robert Whitehill 
Robert Whitehill, Inc., New 

York, has been appointed to han- 

dle the advertising of Republic 


Television Corp., Brooklyn; Kon- 
wiser Fabrics, New York, and Du- 
tex, Inc., Westport, Conn. Repub- 
lic has been running 1,000-line 
advertisements in New York pa- 
pers which will be continued for 
the next few weeks. New sched- 
ules will be announced on all three 
accounts in the fall. 


Art Directors Elect Loeb 


Abe Loeb, of Ben Berke Distil- 
leries, has been elected presi- 
dent of the Art Directors Club of 
Boston. Elwood Blankenship, of 


Hoag & Provandie, has been re- 
elected vice-president. John Awtry, 
Jordan Marsh Co., has been named 
secretary, and Kenneth Morange, 
treasurer. 


Massey-Harris Appoints Two 


Following the resignation of 
Harold McNeil as Canadian sales 
manager of Massey-Harris Co., 
Toronto, two sales managers have 
been appointed. J. M. Reed has 
been named eastern Canadian sales 
manager and G. A. MeMillan, 
western Canadian sales manager. 


Wescott Appointed A. M. 

James R. Wescott, formerly pro- 
motion and circulation manager of 
the old Public Ledger and Evening 
Ledger in Philadelphia, has been 
named advertising manager of TV 
Digest, Philadelphia. 


Gari Advertising Formed 

Gari Advertising, New York, 
has been organized by Ben Schec- 
terson, formerly assistant adver- 
tising manager of Ever Ready 
Label Corp., “to serve the small 
business man.” 
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A Mystik od placed directly on your 
product does a selling job at the point- 
of-sale—as Toastmaster does on this 


Toastmaster Water Heater. 


CHICAGO SHOW PRINTING COMPANY 
2639 N. KILDARE 


Tis Sole igen 4. 


Mystik Duo Signs get one of the best 
spots in the store—the front door. Easy 
to put on, easy to remove and shows 
both ways. 


The best space is Free with... 


FREE—Write for kit of Mystik samples. Also complete 
book of point-of-purchase advertising ideas... for 
counter, window and floor displays, cloth and fiber 
banners, pennants, weatherproof signs, animated dis- 
plays... 
offered by an organization geared to handle your 
entire point-of-purchase advertising job from cre- 
ation to distribution— with 45 years experience. 


and the complete range of 


« CHICAGO 39 «© In New York: 1775 Broadway * Offices in all other principal cities 


Cro. 
a 
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_ AND MYSTIK MAKES IT STAY! — 


with the self-adhesive back. 


*mMyYSTIK is the famous, patented printing material 


It can be printed or 


lithographed perfectly in colors, die-cut to all shapes, 
Because it’s self-stik it gets your point-of-purchase 


message up! 


EASIER TO PUT UP—QJust peel off the protective 
back and press sign in place. No glue, tacks, 


moistening. 


LONGER LIFE—wmystik is durable, washable... 


walls. 


gets used! 


services 


Ld 


This die-cut Mystik plaque is versatile 
—easy to place in dozens of choice 
spots at the point-of-sale. Appetizingly 
printed in full color! 


BETTER LOCATIONS—Sel/-stik myst1k displays—in 
all shapes and sizes—get the choicest spots on 
cash registers, doors, shelf edges, counters and 


MINIMUM WASTE—Dealers and contact men like 
MYSTIK. It’s easier for them to put up. Where 
other point-of-sale material misses out, MYSTIK 


’ ™ 
atl * 


PLUMS 


Salesmen and all contact men like 
Mystik because it's easy to handle. 
Smaller pieces can be bound in book 
form (like the Heinz Shelf-Ads above.) 


often lasts for years. Stays neat and stays put! 
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Food Chains Up 
in Preference, 


Survey Reveals 


Drug Chains Maintain 
Same Ranking in 1949 
"World-Herald’ Study 


OmaHA—Chain food stores are 
continuing to climb in popularity 
in the Omaha market, although 
most families still buy at inde- 
pendent neighborhood groceries, 
the World-Herald reported last 
week in its fifth annual “Con- 
sumer Analysis.” 

Most area families, including 
those of both Omaha and adjoin- 
ing Council Bluffs, Ia., patronize 
independent drug stores, and in 
this field chain drug concerns are 
below 1946 in consumer pre- 
ference, the study shows. 

The survey, based on a 2.97% 
sampling of the 90,900 families in 
the area last December, revealed 
that 34.1% of all the families buy 
most of their groceries at neigh- 
borhood stores, down from 38.1% 
last year and 48.5% in 1946. Among 
the chain stores, Safeway not only 
kept out in front but increased its 
margin over its nearest rival, the 
Hinky-Dinky stores. 


s Safeway Stores was named by 
23.4% of the families, compared 
with 20.9% last year and 13.8% in 
1946, while Hinky-Dinky was 
named by 20.6%, compared with 
19.1% last year and 14.2% in ’46. 
Other rankings were: A&P super- 
markets, 5.7%, down from 5.9% 
last year; Red and White stores, 


WHAT’S GOING ON? 


@ Manufacturers and their eering 
agencies are using this 

clipping service for collecting editorial 
publicity, for making research 
market studies, for maintaining — 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
- BUSINESS * 


GENERAL 
MAGAZINES 
Chicago 4 


PAPERS APERS 
343 So. Dearborn St., 


2.8%, compared with 3.7%; O, P. 
Skaggs stores, 2.7% in both years; 
IGA, 3.8%, up from 3.5%; and 
United Food stores, 2.6%, com- 
pared with 2.7%. Department 
stores moved up from 1% last year 
to 1.7% in the latest survey. The 
market includes 482 independent 
stores and these chain outlets: 
Safeway, 23; Hinky-Dinky, 24; 
A&P, 5; Red and White, 30; O. P. 
Skaggs, 11; United Food, 26, and 
IGA, 26. 

Of all Omaha-Council Bluffs 
families, 71.1% bought most of 
their drug products at independent 
stores, compared with 70.1% last 
year and 62.2% in 1946. Although 
chain drug stores remained un- 
changed at 19%, they are still be- 
low the °46 preference figure otf 
31.6%. Department stores were 
named by 6.1%, compared with 
9.1% last year and 3.9% in 1946, 
while 5 and 10¢ or variety stores 
moved up to 2.2% from 1.5% last 
year and 0.5% in 1946. 


a For cosmetics and _ toiletries, 
34.7% of all families named in- 
dependent drug stores, compared 
with 37.3% last year and 25.8% 
in 1946. Department stores also 
are down, percentagewise, with 
26.3% of all families, compared 
with 31.7% last year and 40.7% 
in ’46. Gains were shown by chain 
drug stores, up from 12.3% last 
year to 13.3%; 5 and 10¢ or variety 
stores, up from 9% to 11.4%, and 
grocery stores, up from 1.7% to 
3.5%. House-to-house salesmen 
accounted for 10.1%, compared 
with 7.4% last year. 

Other highlights of the survey 
include: 

Margarine slipped last yea 
while butter regained some of its 
lost patronage: Margarine was 
used by 64.4% of families, com- 
pared with 69.3% in 1948. Butter 
was used by 96.9% in 1946, drop- 
ped to 70.8% in 1948 as the price 
climbed, and had recovered to 
72.6% last year. Parkay was the 
leading margarine brand, followed 
by Delrich and AllSweet. 


@ Use of alcoholic beverages in- 
creased from 58.2% in 1948 to 
78.7%. Beer dropped back from 
76% in 194% to 73.1%. Schenley 
Distillers’ brands led in whisky 
preference, while a locally made 
beer, Storz, continued to lead the 
pack. 

The number of families buying 
quick-frozen fruits, vegetables and 
poultry has gained, the latter 


showing the greatest increase over 
1948, from 21.2% up to 27.3%. 

Purchases of home permanent 
wave kits continued to gain 
rapidly. Kits were purchased by 
48.9%, compared with 35.3% in 
1948, 17.4% in ’47 and only 10% 
in *46. Toni dominates the market, 
but its preference vote is down 
from 93.4% in 1948 to 88.1%. 

Car ownership increased 4.5% 
to 65.3%, and two cars are now 
owned by 4% of the families. 

Of all families, 13.2% said they 
own FM-equipped radio sets, 61% 
of which were purchased during 
1948. Purchases of similar sets are 
planned by 8.7% this year, while 
4.2% said they intend to buy tele- 
vision sets. 


Televises Horse Racing 


Starting June 20 and continuing 
through Sept. 5, the horse races at 
both Arlington and Washington 
Parks in Chicago are being tele- 
vised under the sponsorship of the 
Chicago Dodge Dealer’s Associa- 
tion. Morning workouts of promi- 
nent horses, paddock scenes and 
close-ups of jockeys, trainers and 
owners will be shown, in addition 
to the feature race of the day plus 
two others. The film made during 
the day will be presented the same 
evening at 8:45 p.m. over WBKB 
on Tuesday, Thursday and Satur- 
day. 


Sloane-Blabon Expands 


A three-year local factory ex- 
pansion program involving seven 
new buildings and additions, part 
of the Sloane-Blabon Corp.’s $11,- 
000,000 production enlargement 
program, has been completed at 
the Philadelphia plant and was 
marked by special ceremonies and 
half-page advertisements in the 
Philadelphia Bulletin and Phila- 
delphia Inquirer. 


Schedules Canadian Drive 


Canadian Canners Ltd., Hamil- 
ton, Ont., opened a campaign for 
its Aylmer tomato soup, juice and 
catsup, with full-color insertions 
in May issues of Canadian Home 
Journal, Chatelaine, and National 
Home Monthly. F. H. Hayhurst 
Co., Toronto, directs the promotion, 
which will feature other Aylmer 
products in succeeding ads. 


Adds Canadian Mail Service 


Advertising Distributors of Can- 
ada Ltd., Canadian affiliate of 
Advertising Distributors of Amer- 
ica, New York, has added a com- 
plete mailing service covering the 
entire dominion, with headquar- 
ters at 1162 Dundas St., West, On- 
tario. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
(Period ending December 31, 1948) 


Is “mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


MOD es tas 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


drop a “collect” 
full details to: 


1 Park Avenue 
New York City 


3,031,83 


If these facts intrigue you, 
wire for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


ea 


Advertising Age, June 27, 194: 


lhe Creative Uans Corner 


What’s in it for me? 

In this Corner’s humble opinion, this is the question every 
advertisement must answer—particularly a travel adver- 
tisement that calls for the expenditure of no small sum of 
money. And, in this Corner’s opinion, nobody is going to 
deplete his bank balance by several hundreds of dollars 
for a pewter mug. Britain has much more to offer than this. 

It has the aftermath of the war. It has scores of literary 
by-ways that call for exploration. It has numberless points 
of -historic interest; shrines; place-names that cry for in- 
timate acquaintance. It has old inns, and older towns. It 


“This pewter mug brims over with 


memortes Britain...” 


“W. stayed outside London--but in easy reach-—at an old-world 
country inn. That's where this pewter mug came from. My 
Sale was never served in any other. ‘Your tankard’, the landlord 
uaed to call it 
“Amd when the time came to say good-bye, he hed it wrapped up 
and waiting for me. ‘A small reminder of your stay with us’, he 


ot 


ale. 


said. ‘It's old and dented and not worth much — but back home 
it’lt likely call to mind the happy days you spent here.” 
“Now, what friendly thoughts of Hritain the sight 
of it brings back! For i, helps us remember our 


welcome, too, by so many kindly Britiah 
people. And it starts us off agaip, in 
\t -memory, on that wonderful, varied tour...” 


Beeson more than balf-e-millien visitors from overseas 
found « Royal Welcome in 1944 


has Buckingham Palace and the changing of the guard; Scot- 
land Yard and Big Ben; pea-soup fogs and Limehouse. It has 
Westminster Abbey and Covent Garden. It has Alfred Hitch- 
cock trains and Noel Coward pageantry. It has the greatest 
experiment any democratic government has ever made with 
socialism. It has tweeds and Bond Street; Piccadilly Circus 
and trams; it has music halls and pubs; fish and chips and 


A good advertisement is one which demonstrates its pro- 
duct in print. Britain is more than the fictional bestowal of 
a pewter mug. Maybe the trouble with travel advertising is 
that it is always written by people with travel advertising 
experience. Maybe it should be written by somebody who 
has made his living by selling pork and beans. 
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Finneburgh Promoted 

Liquid Carbonic Corp., Chicago, 
has promoted M. L. Finneburgh, 
formerly central region fountain 
sales manager, to general sales 
manager of the soda fountain divi- 
sion, succeeding W. D. Jordan, 
formerly vice-president of the 
division, who resigned. 


Wilson Joins Cohen 

Robert Wilson has joined Harry 
B. Cohen Advertising Co., New 
York, as art director. For the past 
16 years he has been on the art 
staff of Young & Rubicam, Inc. 


Advances R. B. Hughes 
R. B. Hughes, division manager 
in Atlanta for Encyclopaedia Bri- 
tannica, Chicago, since 1943, has 
been named assistant general sales 
manager of the company. 


Peterborough Adclub Elects 

The Peterborough (Ontario) 
Sales and Advertising Club has 
elected P. S. Dallin, president of 
J. J. Turner Co., president. D. A. 
Loucks, vice- -president of Grant & 
Loucks Co., has been named vice- 
president, and R. A. Wilson, Cana- 
dian Bank of Commerce, secretary- 
treasurer. 


Robin Airways to Miner 

Robin Airways, Inc., has placed 
its advertising with Dan B. Miner 
Co., Los Angeles. Newspapers and 
radio in the Los Angeles and San 
Francisco areas will be used. 


Rackstraw Rejoins F isher 


Thomas E. Rackstraw has ‘e- 
joined James Fisher Co., Tororo, 
as media director. He had bren 
with the agency for 20 years. 
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Video Program Lists 
Join in 6 Markets 
for Ad Coverage 


CuiIcaco—Five television pro- 
gram publications circulated in 
six cities last week decided to 
standardize their formats and of- 
fer national advertisers a 141,000 
circulation guarantee with a $650 
one-time page rate. 

The television program week- 
lies, similar in many ways to the 
radio program listings of the early 
days of radio, are called TV Pre- 
view in Boston, TV Guide in New 
York and Washington-Baltimore, 
TV Digest in Philadelphia and TV 
Forecast in Chicago. The organiza- 
tion through which they handle 
campaigns in the several publica- 
tions is TV Program Publications, 
Inc. 

First of the periodicals to get 
into the field was TV Forecast. 
Lester Vihon, Norbert F. Domke, 
Roy V. Whiting and John E. Groen- 
ings—all veterans—talked with 
manufacturers, video people and 
set owners for months before they 
launched their weekly program 
listing in May, 1948. 


a Similar publications made their 
debut in New York, and in the 
Washington-Baltimore markets in 
June last year; in Philadelphia in 
January, 1949, and in Boston last 
April. Since October, the various 
TV guides have been working for 
some kind of a hook-up; they be- 
lieved that, if they were to.sur- 
vive, they would have to offer 
coverage in all video cities and 
sell advertising accordingly. 

The standardized format, 
(5%x8%"”) will be tested all 
summer. The group will be repre- 
sented by the local publication in 
each video city, and all billings 
will be handled in the Chicago of- 
fice at 185 N. Wabash Ave. In ad- 
dition, the association will have a 
special representative in New York 
City. 

Future plans call for entry into 
the Detroit and Minneapolis-St. 
Paul markets with a TV program 
listing. Other video cities either 
will be invaded by individual per- 
iodicals in the group or, if some- 
one outside the association initiates 
a periodical, he will be offered 
membership. Final objective, of 
course, is coverage in all video 
markets. 


Two Join Street & Smith 

Robert L. Foshay and Peter D. 
Gellatly have joined the advertis- 
ing sales staff of Living for Young 
Homemakers, formerly known as 
Mademoiselle’s Living, published 
by Street & Smith Publications, 
New York. Mr. Foshay formerly 
was with Sports Illustrated, and 
Mr. Gellatly, with Dancer-Fitz- 
gerald-Sample. 


McKay Names Wertheim 


Wertheim Advertising Asso- 
ciates, Philadelphia, has been ap- 
pointed to handle all trade and 
consumer advertising for David 
McKay Co., book publisher, Phila- 
‘elphia. Fall plans call for adver- 

sing in book sections of daily 
and Sunday newspapers and regu- 
lar book trade publications. 


Appoints Sharpe 


Bill Sharpe, formerly director 
f the division of news and ad- 
ertising of the North Carolina 
tate Board of Conservation and 
evelopment, is now doing public 
elations work for the Carolina 
‘ower & Light Co., Raleigh. 


James Kenyon & Eckhardt 

Sylvania Electric Products, Bos- 
m, has named Kenyon & Eck- 
‘ardt to handle the advertising of 
1€ new line of Sylvania televi- 
»'on sets. 


Dairy Council Names Ellis 


Ellis Advertising Co., Buffalo 
0' fice, has been named to handle 
the advertising of the Buffalo 


Sasser Third Column Is New 


When Nancy Sasser launches her 
third Buy-Lines column this year 
(AA, June 13), it will be a com- 
pletely new venture. AA erred in 
reporting that the “Housewives’ 
Special” weekday column ever was 
discontinued. It has been pub- 
lished successfully since its incep- 
tion in 1946. Nancy Sasser did dis- 
continue a column for men. 


Park View Names Clements 


Park View, Inc., Philadelphia, 
owner of a new $10,000,000 apart- 
ment center in Collingswood, N. 
J., the largest in the Philadelphia 
area, has placed its advertising 
with Clements Co., Philadelphia. 
Newspapers, radio and outdoor 
advertising will be used. 


Y&R Names Dyke V. P. 


Ken R. Dyke, former vice-pres- 
ident in charge of programs for 
National Broadcasting Co., has 
been named vice-president in 
charge of public relations and pub- 
licity for Young & Rubicam, New 
York, a newly created post. Harold 
Smith continues as manager of 
this department. 


Sandura Co. Makes 
Mother Goose Rugs 


PHILADELPHIA—Sandura Co., floor 
coverings maker, is introducing a 
Mother Goose nursery rug on an 
experimental basis to dealers in 
various parts of the nation. 

Initial promotion includes use of 
an attractive folder with a Mother 
Goose rhyme on the cover, for 
dealers to give or mail to consum- 
ers, and a series of display pieces 
and ad mats. Sandura has not yet 
planned for a national advertising 
program. 

John Falkner Arndt Co. here 
handles the account. 


Appoints Frost Agency 


Mt. Sunapee State Park, Mt. 
Sunapee, N. H., has retained Harry 
M. Frost Co., Boston, to handle its 
advertising. 


Sales Affiliates Moves 


Sales Affiliates, Inc., has moved 
its general offices to 192 Lexington 


Ave., New York 16. 


To William von Zehle 


Universal Transcontinental 
Corp., a division of United States 
Freight Co., international freight 
contractor, forwarder and customs 
broker, has placed its advertising 
with William von Zehle & Co., New 
York. Newspapers, trade publica- 
tions and direct mail will be used. 


Hoover Appoints Lewis 


E. K. Lewis has been appointed 
to direct the educational and sales 
promotion for the cleaner division 
of Hoover Co., Hamilton, Ont. He 
has been associated with the com- 
pany since 1924, with the excep- 
tion of four years in the Royal 
Canadian Artillery. 


(Sales Management). 


“Golden Zone" market. 


$371,871,000 retail sales 
in the Fort Wayne market! 


. retail sales in Fort Wayne and its ABC Retail 
Trading Area totaled $371,871,000 in 
Diversified 
unusually prosperous agriculture make it Indiana's 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO. . . NEW YORK . . CHICAGO . . DETROIT 
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industry and 


The baby that became man-size by its 5" birthday! 


UST five short years ago, TRUE, 


And this is no idle claim—for 80.9 


strate that ads in TRUE consistently 


D.iry Council. 


The Man’s Magazine, was born. 
Today TRUE is the largest selling men’s 
magazine in the world! 


And the advertisers who have been 
using TRUE—are benefitting from the 
most spectacular growth any major 
magazine has enjoyed in recent years! 


An editorial formula that’s sure-fire with men 


Behind TRUE’s growth is no drive for 
subscriptions, no premiums, no forced 
circulation of any kind. One TRUE 
reader tells another—and so the circu- 
lation of this amazing magazine soars. 


per cent of TRUE’s total circulation 
comes from newsstand sales! 


An audience that’s a gold-mine for advertisers! 


Men like TRUE. They prefer its 
fare of fact instead of fancy, of truth 
instead of fiction. They like its big name 
writers and illustrators. They like the 
complete freedom of thought and ex- 
pression these people enjoy. 


A recent study shows that 49 per 
cent of TRUE’s readers spend 2 or 
more hours reading it.** Starch 
Readership Studies regularly demon- 


minded advertiser’s eyes pop! 


*Starch Consumer Magazine Report, December, 1948, 
**Benson & Benson, December, 1948. 


Another big PLUS for TRUE advertisers — 
a merchandising policy that’s headline news! 
Beginning with its October issue, TRUE is inaugurat- 
ing a monthly merchandising policy that will greatly 
augment the selling impact of its advertising pages. 

And for its December issue, TRUE is readying a 
merchandising program that will make any value- 


Ask your TRUE representative for details! 


——————— < 
{ty issn on sale at ah newsstands ~ Top, 


average higher readership than ads in 
other, general magazines! 


And the people who read TRUE are 
people of means. Their median income 
is almost 50% larger than the national 
average.* Most important, these are 
readers—men—who make the brand 
decision on countless articles generally 
assumed to be decided by women. 

With a cost per thousand lower than 
most magazines, TRUE deserves seri- 
ous consideration by any advertiser or 
agency interested in highly effective 
selling at lowest possible cost. 
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Would Like More on Selling 
Methods of Small Businesses 


To the Editor: The specia] mar- 
ket data issue of your publication 
is certainly complete. We would 
like to receive a number of the 
booklets outlined in your publica- 
tion as we have a definite idea in 
mind for their use. We are not 
using the coupons printed for this 
purpose but are attaching a list of 
the ones we would like to have. 
Our purpose in securing these is 
to enable us and a number of our 
customers to sell more intelligently 
in the present market. 

Incidentally, I have read your 
publication for years and find it 
one of the most interesting in the 
advertising field. I especially want 
to thank you for the articles from 
time to time on our type of adver- 


This department is a reader’s forum. Letters are welcome. 


tising, namely, calendars and spe- 
ciality advertising. 

If there is a criticism I would 
offer it would be that you play up 
more stories on successful selling 
and advertising methods used by 
small businesses. They are the ones 
who need help at the present time. 
It is true that they can gain some 
information and help from stories 
of major advertisers, but it should 
be taken into consideration that 
they do not have the advertising 
budget, the brain power, nor the 
comprehensive selling organiza- 
tions that some of the bigger com- 
panies have. 

I kn you could find a number 
of succets stories in this field, and 
I believe that a little more infor- 
mation of this type would not only 
make your publication more ef- 
fective but help increase your cir- 


culation among the smaller busi- 
ness people. 
Tep MANN, 
Shaw-Barton, Inc., Coshocton, 
O. 
ae 8 


Tells How Distributor's 
‘Economy Week’ Turned Out 


To the Editor: With further ref- 
erence to the 80-odd newspaper 
Economy Week campaign for 
Hales-Mullaly (AA, June 20), you 
may be interested to know that the 
first week we have had tremen- 
dous success in achieving the pur- 
pose for which the campaign was 
designed. 

On the first day, June 6, thanks 
to the special section in the Tulsa 
World and T'ribune, all dealers in 
Tulsa sold their complete stock of 
the new Economat, and have down 


LOS ANGELES * 928 South Figueroa Street 
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payments and back orders which 
they will be unable to fill for 60 
days. The other lines of merchan- 
dise moved very well, as one dealer 
has sold, in a period of eight days, 
54 Servel refrigerators which, as 
you know, is the highest priced 
refrigerator on the market. The 
other dealers’ stories are about the 
same. 

The other 150-some-odd dealers 
in the smaller towns report move- 
ment of merchandise in a relative 
manner. One dealer in a town of 
1,300 moved his complete Hard- 
wick range stock, sold his alloca- 
tion of Economats, moved 16 Ser- 
vel refrigerators, three Chambers 
ranges and one C-18 Deepfreeze 
and the ads, though ten days old, 
are still pulling. 

This should give you a cross 
section picture of how successful 
the promotion was. 

I might add that this distribu- 
tor in May of °49 increased his 
sales by $30,000 over May of ’48. 
He just doesn’t know that the ap- 
pliance business is “off.” 

RICHARD H. ROBINSON, 

Account Executive, Erwin, 

Wasey & Co., Oklahoma City. 

see 
Gamble Cites Importance 
of Distribution Framework 


To the Editor: I liked very much 
your editorial, entitled “More Im- 
portant Than Selling?” in your 
May 23 issue. 

We need to do a lot of work on 
the importance of distribution and 
on the understanding of it. This 
seems basic to a proper under- 
standing of the importance of ad- 
vertising, since distribution is the 
business framework in which ad- 
vertising functions. 

FREDERIC R. GAMBLE, 
President, American Associa- 
tion of Advertising Agencies, 
New York. 

ae 
Southland's No Boiler 
Factory, Chattanoogan Avers 


To the Editor: “Tired of swelter- 
ing through those dreadful south- 
ern summers,” one of your staff 
gifts to advertising pounds from 
his typewriter. 

As I write you from my home 
office atop Lookout Mountain 
(when the wind comes from the 
right direction we can dance by 
the music from the Patio of the 
nationally known Lookout Moun- 
tain Hotel) it is 71 degrees! Out- 
side it is lower. Mrs. Stanard and I 
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sleep under blankets (nationally 
advertised ones of course!) every 
night! 

I have spent plenty of summer 
days in Chicago, New York, Phila- 
delphia, etc. and after goin; 
through THAT HEAT, I can as- 
sure you that regardless of your 
copywriter’s opinion our Southlan:( 
is not a desert. 

Actually, the Lookout Mountai), 
Hotel, as well as hotels through - 
out the South, is so constantl, 
FILLED with flee-the-heat brass - 
plate executives from Chicago, 
New York, etc., that if we loca! 
fellows want to get in for one o/ 
those meals like advertising ex- 
ecutives with expense accounts 
eat we almost have to be persona 
friends of the management. So 
maybe the Southland is no boiler 
factory after all. 

I am asking Jack Haley, of 
the Lookout Mountain Hotel, to 
forward you literature on weather 
conditions at the hotel and next 
time you come this way prove to 
yourself that its guests are not 
sweating to death. 

JOHN D. STANARD, 

John D. Stanard News Service, 

Chattanooga, Tenn. 

see 
‘Hartford Times’ Publisher 
Praised for Civic Interests 


To the Editor: As a subscriber 
to ADVERTISING AGE, I read the 
paper regularly and I am quite in- 
terested in the citations that are 
given to many in our profession 
for achievements in journalism 
and accomplishments in behalf of 
their community. I, therefore, 
would like to tell you about Fran- 
cis S. Murphy, publisher of the 
Hartford Times. 

Mr. Murphy is keenly interested 
in every phase of life in Hartford. 
Nothing seems to escape his keen 
eye and one of his pet projects is 
the Jewish Ledger, which I pub- 
lish and which is edited by Rabbi 
Abraham J. Feldman, president of 
the Central Conference of Ameri- 
can Rabbis. Mr. Murphy knows 
that our paper is not subsidized 
and is published on the same basis 
as an independent American news- 
paper. He also knows how hard it 
is for us to sell advertising be- 
cause our circulation is much 
smaller than that of the dailies, 
and he has always shown a great 
interest in our welfare. 

It was therefore natural that, 
when we planned the celebration 
of our 20th anniversary dinner, 
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we should ask Mr. Murphy to 
participate. He accepted the honor- 
iry chairmanship, sent out the in- 
itations and wrote a very fine 
introductory statement in praise 
of the American free press, which 
you will find printed in the en- 
closed invitation. Because of his 
standing in the community, it was 
therefore natural that the response 
to the invitations would be favor- 
able and it has been. We will have 
a fine attendance and better still, 
many of the top men in the city 
are taking a financial interest in 
the Jewish Ledger. This could 
never have happened if Mr. Mur- 
phy had not himself been in- 
terested in the Ledger. All that 
Mr. Murphy can gain from his in- 
terest in the Jewish Ledger is the 
satisfaction that he is helping a 
nice weekly, serving 11,000 Jewish 
families in Connecticut. 

But I feel that he deserves much 
more than that, and I am therefore 
giving you this information... 

SAMUEL NEUSNER, 

Publisher, Jewish Ledger Pub- 

lications, Hartford, Conn. 

gee 


Mr. Wadman Telegraphs 
About Large Advertisements 


To THE Epiror: AT THE BUFFALO 
NIAA CONVENTION I WAS KIDDED 
CONSISTENTLY ABOUT YOUR YOUTH- 
FUL LACK OF INFORMATION ON LARGE 
ADVERTISEMENTS AND YOUR’ EN- 
THUSIASM OVER A 32-PAGE ADVER- 
TISEMENT IN ONE ISSUE OF A WELL 
KNOWN TRADE PAPER. FOR THE REC- 
ORD, IN THE MARCH, 1933, ISSUE OF 
MOTORSHIP, THE GENERAL Motors 
Corp. CLEVELAND DIESEL ENGINE 
DIVISION CARRIED A 100-PAGE PAID 
ADVERTISEMENT; SPACE WAS BOUGHT 
BY THEIR GENERAL MANAGER GEORGE 
W. CODRINGTON AND I SOLD IT. IN 
THE JULY, 1933, ISSUE OF DIESEL 
POWER, FAIRBANKS Morse & Co. 
CARRIED A 103-PAGE PAID ADVERTISE- 
MENT. SPACE WAS BOUGHT BY W. T. 
WATT THEN ADVERTISING MANAGER 
OF FAIRBANKS AND I SOLD IT. You 


ARE PROBABLY TOO YOUNG TO RE- | 


MEMBER THAT 1933 WAS THE FIRST 
YEAR OF THE ROOSEVELT ADMINIS- 


TRATION THAT MR. ROOSEVELT CLOSED 


ALL BANKS IN MARCH OF THAT YEAR, 
BUT AS YOUR Mr. G. D. CRAIN JR. 
WOULD PROBABLY SO ACIDLY PUT IT 
QUOTES THERE IS ONLY ONE REx W. 
WADMAN DASH FOR WHICH’ RE- 
STRAINT ALLAH SHOULD BE SUITABLY 


|) PRAISED UNQUOTE. 


Rex W. WADMAN, 
New York. 
To which latter sentiment, we 
say Amen. Exactly why Mr. Wad- 
man was so consistently kidded in 
Buffalo, and exactly what AA had 
to do with it remains a mystery 
to us. But we are willing to ad- 
mit that Mr. Wadman’s sales feats 
of 16 years ago did not stand out 
in letters of fire in our memory, 
either because of our youthful 
ack of information, or for some 
other reason. 
gee 


Pears Story Stirs Boyhood 
Memories of Soap and Pills 


To the Editor: The Pears soap 
tory reminded me of another 
‘ears ad. It showed a bare-headed 
tramp gazing in wide-eyed des- 
eration at a life buoy, which 
hung on the railing of Waterloo 
bridge. The copy read: WHILE 
THERE’S LIFE THERE’S HOPE 
-USE PEARS SOAP. 

Incidentally, up in the north of 
i:ngland we pronounced Pears as 

it rhymed with spears. This was 
robably out of analogy to the 
ame of the river on which our 

»wn stood, the Wear, which we 
ronounced weer. 

In those days (late ’80s or early 
10s) Sunlight soap was the spe- 
ial pet of the Levers. Smali sam- 
le cakes of it—tablets to us— 
ere distributed to homeward 
bound children at the school gates. 
l was a white soap with a some- 
¥\ hat yellowish tinge, very delicate 
contrast to the standard Brown 
Vindsor and “blue-mottled” soap 
0 that time. 


About the same time, Beecham’s 
pills were being advertised by 
pieces of paper which were blank 
save for the words in one corner: 
LIGHT HERE in s.c. When in- 
structions were followed, the name 
BEECHAM’S PILLS was grad- 
ually burned out in a slow 
smoulder. I’ve never seen that done 
over here. , 

Horace W. O’CONNOR, 

Smith, Benson & McClure, 

Inc., Chicago. 

ae668 
Sets ‘Life’ Straight 
on Los Angeles Roses 

To the Editor: The world’s great- 
est advertising journal carried a 
whooping big ad by Life, of the 
largest national audience fame, 
which said, “In Los Angeles Life 
is the spectacle that draws a week- 
ly audience greater than all the 
people who saw the Tournament 
of Roses in ten years (936,880 
Life readers). This captioned the 
picture of the famed Rose Bowl. 

Now, a correction, if you please. 
The game itself is called Rose 
Bowl, and the “Tournament of 


Roses” is the nomenclature at- 
tached to the famed ROSE PA- 
RADE, not the game, whose at- 
tendance in the last ten years 
totals more closely to 9,000,000 
than Life’s 936,880, according to 
the Pasadena Chamber of Com- 
merce. 


Well? ; 

ERNEST N. GEORGE, 
President, Ernest N. George 
Co., Los Angeles. 


ae 6 
‘Sweet Are The Uses’ 

To the Editor: May I call your 
attention to the fact that the Bar- 
wa Napper in which Mrs. H. W. 
Pittenger is shown relaxing (see 
photo ADVERTISING AGE, June 13) 
has many uses other than as con- 
ditioner for honeymooners. 

For instance, it is useful as a 
beauty aid because it permits a 
feet high position as recommended 
by Helena Rubinstein and other 
famous beauty consultants; it can 
put clients in a receptive mood 
come time for okaying schedules; 
it is recommended as an aid to all 
who suffer from varicose veins 


and other circulatory disturbances, 
and, finally, it eliminates the need 
for desks for account executives 
by providing its own desk level 
foot resting position. 

RALPH HEINEMAN, 

Chicago Branch, Ralph Elliott 

Co. 

see 
Macaroni Ad Reprints Make 
Successful Industry Story 

To the Editor: We believe the 
enclosed brochure prepared by us 
may be of interest to you. 

As you will notice, it consists 
of advertisements which appeared 
in the Macaroni Journal and de- 
picted the “Story of Macaroni” by 
relating the origin and legends 


ce 


concerning macaroni, the many 
anecdotes about macaroni and 
macaroni’s influence on the people 
and countries of the world as well 
as the development of the industry 
from its pioneering stage to its 
present status. 

In view of the fact that over 
three times as many of these bro- 
chures as originally were mailed 
have been requested to date by 
macaroni manufacturers, we be- 
lieve this to be a good example 
of the value of reprinting adver- 
tisements sometimes. 

CLAYTON LIsy, 

Advertising Manager, King 

Midas Flour Mills, Minneapo- 

lis. 


EASY CHART 
_ SIZE 8 x 10 


63¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


ive ge 
$1.10 Per Subject 


PHOTO-MATIC CO. Sse". tepin 


2. THE FUR INDUSTRY IN LOUISIANA— 
largest fur-producing state in the nation. Provides 
income for 100,000 people, adding $10,000,000 gross 
spending power annually. Another reason why 
WWL-land exceeds national average in increased 
income, buying power, general prosperity. 


1. D‘'ESTREHAN, historical mansion near 
New Orleans, exemplifies West Indian archi- 
tecture. Built in the 1820’s by the pioneer 


family for whom it was 


named. 


WWL PRIMARY DAY-TIME COVERAGE 
Ls 591,030 BMB STATION AUDIENCE FAMILIES 


} 3 WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 
in the South’s greatest city 


CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable Gl-page book by James W. 
young. Senior Cousultant of J. Walter Thomp- 
its weight in uranium to every 


son, is worth 


man whe must produce ideas. Gives you the 
wsitive S-point program used by one of the 
‘ighest paid men in the agency business, for 
levelopinmg: ideas that sell, Acclaimed as the 
‘iguest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 


day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


\ prectical volume for the man who ts broad- 
nine his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight .. . day by day guidance. . . 
pithy case-history experiences .. . usable sug- 
westions."" . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an tutreduction by G. D. Crain, Jr., publisher 
of Incustrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, selis, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern. (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more’ results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘'5-Point Technique’’ for 
each member of your creative staff. 


MAIL ORDER NOW 


| Advertising Publications, Inc. 
| 100 E. Ohio St., Chicago 11 
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Are Fees Better Than 
the Traditional 15%? 


Cowan & Dengler Has 
Spent 25 Years in 
Arguing Affirmatively 


By JOHN CRICHTON 

New YorK—‘“‘There is always 
the possibility,” says a sign in the 
Cowan & Dengler conference room, 
“that the other fellow may be 
right.” 

This sign refers to fairness, and 
to the ability to appreciate an- 
other’s viewpoint. It is only slightly 
ironic that C&D has been a con- 
spicuous exponent of the theory 
that the advertising agencies are 
frequently paid on the wrong 
basis. 

Cowan & Dengler is essentially 
much like many other agencies of 
the same size (around $2,000,000 
in billing). It may be a little 
sounder—-C&D is 25 years old this 
year, one of the few agencies to 
reach a silver anniversary in a 
hazardous business. 

C&D is different because, from 
the moment of incorporation, it 
said flatly that the 15% system of 
compensation was faulty, at least 
on many accounts, and that it 
would prefer to operate on a fee 
basis. 


a Time has mellowed other agen- 
cies’ attitude toward C&D; in 1924, 
the agency’s decision was a bomb- 
shell, and agency men generally 
regarded the flouting of the 15% 
as sacrilege. 

Stuart D. Cowan, before he 
joined with Dengler, was an im- 


portant executive in J. Walter 
Thompson Co. He was a stock- 
holder in that agency, and learned 
the agency business in the days 
before the specialist—when the 
compleat adman wrote copy, han- 
dled the contact work and super- 
vised production of his client’s ad- 
vertising. On a $300,000 account, 
he decided that the client’s need 
was not an excessive amount of 
advertising but more than twice as 
many salesmen, and much more 
thorough working of sales terri- 
tories. 

It was not a popular decision in 
JWT’s upper echelons, but Cowan 
had the wholehearted support of 
Stanley Resor. The client more 
than doubled his sales, and was 
later able to advertise more profit- 
ably. This experience made a per- 
manent impression on Cowan, and 
he was determined to set up 
an agency which would concen- 
trate on a client’s sales well-being 
without worries about compensa- 
tion. 


a In 1924, he, William Dempsey 
and Horace W. Dengler took the 
plunge, incorporating as Cowan, 
Dempsey & Dengler. Dempsey 
parted affably from the other 
partners in 1928, intending to enter 
the drug business. He is now presi- 
dent of Sharp & Dohme. 

Dengler was a rara avis in 1924, 
a full-fledged public relations man. 
He was one of the late Ivy Lee’s 
lieutenants. He joined Lee in 
Philadelphia, moved to New York 
with him to work on the Rocke- 


Plastics Play 
Potent Part... 


WORCESTER’S 
PROSPERITY 


Among the diversified industries which help to 
mold the mighty Worcester Market, the plastics 
industry plays a leading role. In ten years, it has 
grown from an infant, to an industry employing 
an estimated 5,000 workers and furnishes them 
annual wages in excess of $10,000,000*. This 
major market can also claim a “first” in the pro- 
duction of plastic molding machinery. 

Conditions will remain favorable to this indus- 
try because of its early start with roots that go 
back to 1770 and the comb industry, experienced 
labor, favorable location in relation to domestic 
and world markets; balanced structure of indus- 
tries, with a diversity of materials and product 
manufacturers to meet wide needs. 

Mold sales of your own product in the prosper- 
ous Worcester Market with regular use of space 
in the newspapers that blanket the area, the 
Worcester Telegram-Gazette. Daily circulation in 
excess of 140,000. Sunday over 100,000. 


Sources: 


*Worcester Telegram, May 16, 1949. 
tSurvey by First National Bank of Boston, May 1949. 
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HOW THE FEE WORKS—This is the basis of Cowan & Dengler’s fee system. At 

left, account's fee is higher than the 15% commission, so the account paid C&D 

$2,500. On the right, commissions exceeded the fee, and $6,000 was put into a 
reserve fund to be spent on special services. 


feller account, and spent 12 years 
with the public relations pioneer. 
He became an advertising special- 
ist, since the Lee organization was 
frequently asked to evaluate cli- 
ents’ advertising, and to suggest 
improvements. He had been im- 
pressed with the fact that Lee was 
asked to analyze a company’s ad- 
vertising largely because Lee was 
on a fee basis, and had no interest 
in the 15%, a factor which led some 
Lee clients to discount the advice 
of advertising agencies. 


ws What Cowan & Dengler planned 
was simple: An advertising and 
sales counsel service built within 
the structure of the 15% commis- 
sion, but lacking what the partners 
considered the 15%’s worst feature 
—compensation based on the 
amount spent. 

Despite their advocacy of the 
fee system, the partners discovered 
early in their business life that it 
was an idea which was good for 
the long haul but which required 
an immense amount of develop- 
ment, testing and selling. They 
offered accounts their choice of fee 
or commission basis, and this offer 
still holds. The majority of C&D 
accounts have subsequently pre- 
ferred the fee basis. 

It ought to be said that there is 
no similarity between C&D’s fees 
and a minimum fee like Young & 
Rubicam’s $30,000—when Y&R 
commissions on a given account 
exceed the minimum fee, the fee 
simply disappears. This is a guar- 
antee from the advertiser to the 
agency of a certain amount of ac- 


count activity or a minimum pay- 
ment to compensate the agency for 
having an account in the shop. 


a C&D’s fee is completely dif- 
ferent. It is the agency’s compensa- 
tion on an account. If commissions 
run less than the fee, the adver- 
tiser pays C&D the difference. If 
they run more than the fee, the 
difference between the fee and the 
commissions is put into a special 
bank account, from which it may 
be drawn only by signatures of a 
company executive and a C&D 
principal. 

This fund is usually used for 
special or unusual services outside 
the normal range of agency facili- 


Eom Lo ne 


Stuart Cowan 


H. W. Dengler 


ties, such as research, testing, sales 
forecasting, special merchandising 
jobs or sales tests. 


ws In the lush war years and the 
booming postwar period, the old 
bitterness over agency compensa- 
tion has largely disappeared. In 
1933, James W. Young (then re- 
tired from J. Walter Thompson Co. 
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.+-You will find 
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Advertising Age, June 27, 1949 


and a professor at the University 
of Chicago) was engaged by pub- 
lishers, agencies and advertisers to 
study agency compensation. 

When the results of his study 
were published, they amounted to 
a careful examination of the com- 
mission system, and considered ap- 
proval of the 15%. 

This wasn’t satisfactory to the 
Association of National Advertis- 
ers, which engaged Albert E. Haase 
to study the question. His report 
was as critical of the 15% basis as 
ex-agencyman Young’s had been 
approving. 

In 1935 the American Associa- 
tion of Advertising Agencies at- 
tacked the Haase report, and com- 
mended the Young analysis. 

Four years later C&D polled its 
mailing list (and it concedes that 
its previous promotion may have 
conditioned some replies) and 
asked advertisers and media men 
how they felt about the 15% ar- 
rangement. Results: unsatisfactory, 
72%; satisfactory, 22%; no opin- 
ion, 6%. 


se After a quarter-century of ex- 
plaining what the fee system is, 
how it works, and what it can do, 
the partners are still firmly con- 
vinced that the wider use of the 
fee system in the agency business 
is largely a matter of time—an 
evaluation that is coming in one 
form or another. 

The difference, C&D executives 
insist, is in the point of view the 
fee system develops within an 
agency. Unbiased advice on media, 
aivertising plans and merchandis- 
ng tactics may be given, without 
coneern about where the agency’s 
income will come from—including 
unb-ased advice on spending more 

spending less. The fee system 

yws the agency to work in free- 
Con in suggesting an -intensive 
sates plan, they say, and it permits 
the agency to go much deeper into 
the advertiser’s sales and market- 
ing problems. 

The C&D accounts which are 
handled on fees are subject to re- 
negotiation up and down. Setting 
the fee is a matter of analysis plus 
judgment based on experience. The 
amount varies with the type and 
amount of work to be done. Fees 
may vary on an account from year 
to year, according to the needs of 
the client and the vagaries of the 
market. 


s Agency men often concede the 
many disadvantages of the 15% 
commission system, but regard any 
efforts to tamper with it with ap- 
prehension, in the belief that this 
opens the door to price-cutting, and 
‘haos throughout the business. 
Cowan concedes that some 
priee-cutting might occur if the 
fee system were to become preval- 
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ent. “But doctors and lawyers also 
have quacks and shysters who 
chisel on fees,” he argues, “yet the 
fee system works in those profes- 
sions.” If advertising is ever to have 
professional status, and to have the 
prestige it ought to acquire be- 
cause of the top-level advice it 
gives business, C&D men argue, it 
cannot be done while their clients 
are wondering if the 15% commis- 
sion had anything to do with the 
kind of advice they are receiving, 
and whether other sound plans are 
neglected. 

Thus, over its 25 years, C&D has 
been able to tell its clients when 
they are overspending without 
worrying about what that advice 
will do to the agency’s till, and has 
been able to tell clients they are 
underspending without suspicion 
from the advertiser. 


s During that time, the agency has 
handled large accounts and small, 
with billings up and down, and 


Cowan & Dengler is still nowhere 
near the size of many agencies that 
adhere to the 15% basis. 

Nor does the fee system, of itself, 
inspire complete adherence. Cowan 
& Dengler spawned Anderson, 
Davis & Hyde. This fission was 
conducted without rancor. “They 
had their own lives to lead,” Deng- 
ler told AA, “and there were honest 
differences of opinion.” Anderson, 
Davis & Platte (as the offshoot is 
now called) operates on 15%. 

Cowan, a hard-driving, plain- 
spoken man, believes some adver- 
tisers are moving toward the fee 
basis or modifications of it in ad- 
vertising. Some large advertisers 
now prescribe or supervise their 
agencies’ operations closely and 
examine their compensation, to 
make sure they get the quality and 
quantity of service they are en- 
titled to. 

“We cannot imply that the fee 
system is necessary in safeguarding 


the advertising business,” Horace 
Dengler conceded to AA, nor did 
he discount “the terrific weight of 
volume behind the 15% system.” 


a C&D, working in the framework 
of the 15% plan, admits readily 
that many agencies do a good job 
“not because of the 15%, but 
rather in spite of it.” 

The agency’s promotional litera- 
ture, on the other hand, raises seri- 
ous questions about the 15%. In a 
“Job Analysis List,” a section on 
advertising copy specifically states 
that (1) the 15% basis may cause 


the use of an opportunistic idea 
which is short-lived; (2) that the 
15% may lead to high pressure and 
exaggeration; (3) that the 15% 
may lead to copy appealing more 
to the advertiser’s ego than to the 
customer; (4) that specialized 
plans, appeals and media may be 
neglected, since they mean more 
work without more income; and 
(5) that the 15% viewpoint may 
lead to “big impression” layouts 
and illustrations for the client, and 
art directors’ awards, at a sacrifice 
in salesmanship. 

The inner organization of the 
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When the last ounce of intensive coverage is needed 
4 —when the advertising has to deliver—in the : 
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ABC BASIC NETWORK #® 5000 WATTS 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


Over 100,000 people visit WFBR every year 4 
—no other Baltimore station is even close! 


Just won 3rd award nationally in the annual 
BILLBOARD competition. No other Baltimore 
station won any award! 
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agency is simple; its plans board 
is composed of its key operatives, 
most of whom also have an ac- 
count they are supervising. 

Within the upper echelon are 
Porter F. Leach, vice-president 
and director, a specialist in mer- 
chandising, outdoor advertising and 
point-of-purchase material; 
Charles J. Cutajar, who had his 
own agency before joining C&D 
and is well grounded in depart- 
ment store and retail promotion; 
J. Clement Boyd, vice-president 
and account executive, who form- 
erly handled Bristol-Myers’ Can- 
adian advertising with the Ronalds 
Agency in Montreal, headed his 
Own agency, and was v. p. at W. I. 
Tracy; Stuart D. Cowan Jr., who 
spent two years with C&D before 
he went into the Navy, trom which 
he emerged as a lieutenant ccm- 
mander, and now handles both 
copy and contact; Thomas H. 
Moore Jr., radio and TV director, 
who worked with J. Walter 
Thompson Co. and WOR before 
joining C&D; James Bourdon, art 
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director with C&D for 15 years; 
Gordon Sutton, art director with 
C&D for 20 years; and Edgar M. 
Forrest, copy chief, who super- 
vised copy for Gardner on the 
Army and Air Force accounts, and 
was formerly with BBDO. 


ws C&D has frequently been asked 
to do special projects for advertis- 
ers, because its financial arrange- 
ment makes it possible for the 
agency to operate in a situation 
where little or no commissionable 
advertising will exist. 

The agency maintains sideline 
specialists, to help in peculiar mar- 
keting problems. One of these is 
Kenneth M. Goode, who was re- 
sponsible for much of Philip Mor- 
ris & Co.’s early advertising and 
radio show selection. Now semi- 
retired, Goude is available for con- 
sultation with C&D clients. 

And although the idea has not 
exactly overwhelmed the agency 
business, still C&D answers a num- 
ber of inquiries each month from 
agencies.who want to know how to 
institute the fee system. This gives 
the agency a certain amount of as- 
surance that, slow though it may 
be, the progress of fees is inevit- 
able. 


Canadian Manufacturers Elect 


M. A. East, managing director 
and general manager of John East 
Iron Works Ltd., Saskatoon, has 
been elected president of the Can- 
adian Manufacturérs’ Association. 
J. D. Ferguson, managing director 
of Spencer Supports (Canada) 
Ltd., Rock Island, Que., has been 
named ist vice-president and W. 
F. Holding, vice-president and 
managing director of General Steel 
Wares Ltd., Toronto, 2nd vice- 
president. J. C. Macfarlane, vice- 
president of Canadian General 
Electric Co., Toronto, has been re- 
elected treasurer. 


AT&T Releases Film 


American Telephone & Tele- 
graph Co. has released a new em- 
ploye attitude film called “The 
Truth About Angela Jones,” a 24- 
minute motion picture produced 
by Pathescope Co. of America. 
Purpose of the film is to illustrate 
to AT&T employes the satisfactions 
to be. derived from doing their 
jobs well. 


Peerless Umbrella to Witt 


Lue H. Witt, New York, has 
taken over the advertising of Peer- 
less Umbrella Co., manufacturer 
of Bugs Bunny umbrellas for chil- 
dren. 


talent market. 


Teleradio Mans Corner 


In last -week’s ADVERTISING AGE, your Teleradio Man ad- 
dressed himself to the vague lump-sum type of television 
program cost accounting which has made life so uneasy at 
many an ad agency during 1948-49. Part of the unpleasant 
surprises and failure to estimate costs accurately in ad- 
vance can be explained in terms of congestion in the big 
cities where television predominately originates. 


Take the single reality of floor space. New York TV 
studios are in the heart of Manhattan, with rentals to match. 
True, ABC and WOR have leased space in the west side area 
above Columbus Circle, but even this is expensive real estate. 
This means that space is too valuable to be used for storage. 
Hence every time a television show is produced the scenery, 
furniture, costumes, props and so on must be “trucked” into 
the studio, then “trucked” out, 
of a hard-boiled theatrical movers union. Charges of $200 
to $450 are routine. This won’t make or break a big na- 
tional advertiser, but it’s an indication of all sorts of charges 
and extras that have to be met in the big burgs. 


Of course it may be that television wil) be such a sales 
medium that the overhead can be absorbed. And the talent 
is concentrated in New York, Hollywood, Chicago, and per- 
haps one or two other big burgs. The logic of television 
(largely a borrowed radio logic) fights any hypothetical 
dispersal of television program origination to, say, St. Louis, 
Denver, Dallas, Atlanta or Cleveland. 


What price inconvenience? That’s your question as a TV 
business man. You pay for the inconvenience of cramped 
quarters close by the centers of entertainment and literary 
talent. Or you escape high rents and congestion in lesser 
metropolises and then suffer the inconvenience of a meager 


All of which is not appropriate small talk if you’re floating 
in a canoe with a beautiful dame these June nights. 


with all that implies in terms 


} 


Ad Council's Radio 
Plan Supports 50 
Agencies in 1948 


New YorK—Public service pro- 
jects of more than 50 private and 
federal agencies benefited from 
the Advertising Council’s radio al- 
location plan during 1948—its 
eighth year. 

Stuart Peabody, chairman of the 
radio and television committee of 
the council, and assistant vice- 
president, Borden Co., has reported 
on the support given public serv- 
ice campaigns by advertisers, agen- 
cies and networks. Estimated cir- 
culation for messages aired dur- 
ing the year was 14,858,520,000 
listener impressions. 

Radio advertisers and networks 
publicized 15 top priority cam- 


‘PLA 


P 


a 


Pre 


paigns, with 42 other projects 
getting coverage through the coun- 
cil’s bi-monthly radio bulletin. 

This support on the national 
level was supplemented by a siz- 
able amount of local time and 
talent contributed by the _ indi- 
vidual stations. 


Automotive Admen Elect 


Duane Jones, advertising mana- 
ger of United Motors Service, has 
beeri elected president of the Auto- 
motive Advertisers Council. Other 
officers elected include: Russell 
Conley, advertising manager of the 
Whiz automotive division, R. M. 
Hollingshead Corp., vice-president; 
H. C. Mohr, advertising and sales 
promotion manager of the Pack- 
ard electric division of General 
Motors Corp., treasurer; Charles 
H. LeFevre, advertising manager 
of Sealed Power Corp., correspond- 
ing secretary, and Edward F. Todd, 
advertising manager of Imperial 
Brass Mfg. Co., recording secre- 
tary. 


Erwin, Wasey Moves Office 


Erwin, Wasey & Co., Los Angeles, 
has moved to new offices in the 
Carnation Co. building at 5045 
Wilshire Blvd. Eric T. Lifner, for- 
merly advertising manager of Walt 
Disney Productions, has been 
named an account executive of the 
agency. 


O’Brien Appoints Johnson 


Robert G. Johnson has _ been 
named to supervise the creation of 
artwork and layouts of O’Brien 
Advertising, Vancouver, B. C. He 
was formerly with Seaboard Ad- 
vertising and later free lanced for 
18 months. 
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Burlington Mills 
Shifts Executives 


New YorK—Three executive 
changes have been made by Bur- 
lington Mills Corp. Kenneth Col- 
lins, vice-president in charge of 
advertising and public relations, 
has assumed responsibilities of co- 
ordinating and directing the ac- 
tivities of the men’s wear, mens 


J. A. Spooner Kenneth Collins 


shirting, flat goods, tricot, indus- 
trial fabrics, and yarn goods divi- 
sions. In addition, Mr. Collins has 
been named chairman of the com- 
pany’s advertising policy commit- 
tee. 

Effective July 1, John A. Spoon- 
er, former vice-president, Textron, 
Inc., will succeed Mr. Collins as 
director of advertising and public 
relations. Mr. Spooner at one time 
was advertising director of Amer- 
ican Viscose Corp., and previously 
was with N. W. Ayer & Son as an 
account executive. 

Assisting Mr. Spooner in adver- 
tising will be Stanley Kramer, 
formerly with Hirshon-Garfield, 
Inc., who will be advertising man- 
ager of Burlington Mills. 


Columbia-Kellogg Tie-Up 


Extensive promotional tie-up has 
been undertaken by Columbia Pic- 
tures and Kellogg Co., cereal dis- 
tributor, in local showings of a 
new Columbia film, “Lust for 
Gold.” Main elements of the tie- 
up are star and costume cut-outs, 
printed on the bottom of the Kel- 
logg variety package, and Holly- 
wood personnel and equipment 
cut-outs, to build a movie-making 
set, printed on the sides of each 
package. Advertising in the Metro- 
politan Sunday Comics Group and 
Puck—the Comic Weekly and full- 
page ads in juvenile comics are 
scheduled. 


Jean White Joins Sloves 


Jean White, president, Club of 
Printing Women of New York, has 
been appointed production man- 
ager of Sloves Mechanical Bind- 
ing Co. and also will be responsi- 
ble for all purchasing. She was 
formerly assistant to the vice-pres- 
ident and sales manager of Comet 
Press. 


To Hixson & Jorgensen 

Home Service Corp., Los Ange- 
les, manufacturer of Riverview 
and Globe home launderies, has 
appointed Hixson & Jorgensen, 
Inc., Los Angeles, to handle its 
advertising. Radio, television, di- 
rect mail and newspapers will be 
used. 


Four A’s Adds Herr, Fadell 


* Al Herr Advertising Agency, 
Milwaukee, and Fadell Co., Mi'- 
neapolis, have been elected (0 
membership in the American A>- 
sociation of Advertising Agenci: ;. 
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Sell Harder 
and Trim Lines, 
NRDGA is Told 


(Continued from Page 1) 
lines for profits. 

The most damaging thing about 
stocking many lines, in Mr. Ban- 
nigan’s opinion, is its effect on 
retail salesmen. Despite sales 
planning, merchandising and ad- 
vertising, all effort is lost if the 
salesman fails to convince the pro- 
spect, and if the salesman has “no 
conviction in his own mind as to 
which of the several brands car- 
ried by the store is really best.” 

Homer L. Travis, western re- 
gional manager, Kelvinator di- 
vision, Nash-Kelvinator Corp., re- 
vealed from a survey how im- 
portant concentration is to a de- 
partment store. Before the war, 
570 department stores had major 
appliance departments; of these, 
63 were in the ten biggest U. S. 
cities, and they never tried con- 
centration. Of the remaining 507 
stores, only 65 reached a volume of 
$100,000 in retail sales on refriger- 
ators in 1941. Of the 65, 37 con- 
centrated on one line of refrigera- 
tors, 17 merchandised only two 


» lines, and only 11 of the 507 stores 
scould reach $100,000 in annual 


sales with multiple lines in the de- 
partment. 


s Concentration, said Mr. Travis, 
increases volume, increases turn- 
over (the stores with limited lines 
had turnover of seven to eight 
times a year, compared to other 
stores’ average of four a year), 
yields about twice as many gross 
profit dollars on the average in- 
ventory investment compared to 
the store-wide inventory, steps up 
the salesman’s efficiency, and en- 
ables the store to take advantage 
of the maximum available dis- 
count. 

“When you add 2 or 3% to your 
gross as a result of quantity buying 
—when you add 1 or 2% by 


istepping up selling—when you re- 


duce floor space requirements by 
25 to 50%—and when you in- 
crease turnover of investment by 
50 to 100% ...I think the advan- 
tages of concentration should be 
apparent,” Mr. Travis sum- 
marized. He added a prediction 
that the department stores in the 
ten largest cities will shortly try 
promoting the sale of refrigerators 
by concentrating the line, and that 
they also will get the extra volume 
and profit from concentration. 


# A comprehensive picture of 
postwar carpet sales and a fore- 
cast for 1949 came from G. C. 
Denebrink, sales vice-president, 
Bigelow-Sanford Carpet Co., who 
reported that yardage sales for 
1949 are about 15% behind 1948’s 
record sales, but that dollar sales 
lagged only 44%%. Carpet manu- 
facturers have a good record on 
ce maintenance, Mr. Denebrink 
argued, saying that 41% of the 
93% higher postwar price of car- 
pet is represented by trading up 
in the quality of carpet purchased. 
Advertising by the carpet in- 
dustry is now running at a rate 
seven times that of prewar, Mr. 
Denebrink said. Among the hope- 
ful signs for the carpet industry, 
he listed these: Five times the 
number of families earn more 
than $5,000 annually compared 
With 1941; a recent Roper survey 
showed 43% of American women 
are in the market for carpet; the 
Same survey showed that while 
only 7% of U. S. homes have wall- 
to-wall carpet, 36% of the women 
blanning to buy carpeting want 
fa'l-to-wall; and the aggressive 
togram of the Carpet Institute. 
Among the other highlights of 
he session: 
Hammond U. Mann, president, 


Co lal . 


H. U. Mann Co., Chicago, urged 
that manufacturers be wary of 
loading distributors and letting 
them load retailers. He also ad- 
vocated department stores’ going 
into outside selling. He dislikes 
daily and weekly price cuts, in the 
belief that the public will figure 
that prices are still coming down, 
and believes that over-priced mer- 
chandise must be re-priced at its 
proper selling level promptly. 

William J. Halligan, president, 
Hallicrafters Co., Chicago, gave a 
forecast of the future of private 
label business in radio and tele- 
vision, which he thinks is good, 
despite the fact that private label 
radio sales have fallen from 
334%4% of the industry total in 1941 
to 27% now. 


es Mr. Halligan confessed that he 
likes private label business, point- 
ing out that only one “private 
brander” has failed while 800 
brand manufacturers in the radio 
field have come and gone. He said 
he likes private brand manufac- 
turing because it has (1) no ad- 
vertising or sales expense, (2) no 
credit risks or distress merchan- 
dise to worry about, and (3) lower 
tooling and manufacturing costs. 
The private brander, Mr. Halligan 
contended, is a stickler for qual- 
ity control, he controls his price 
and he can take his profit without 
fear of competition or “contradic- 
tion.” 

He likes private brand work but 
he also believes in brand manu- 
facturing, and he believes retailers 
will continue to sell brand tele- 
vision and private label television 
for added business. He described 
private label business as “your 
best plus business gimmick.” 


s Louis Goodenough, editor of 
Retailing Daily, gave the retailers 
some sharp advice: While depart- 
ment stores are getting a larger 
share of their revenue from house 
furnishings sales (23% in 1948 
compared to 20.7% in 1939), they 
are getting a smaller share of total 
retail sales while the chain stores’ 
share is growing; door-to-door 
companies are grossing as much 
as $15-20,000,000 annually; and 
some manufacturers aren’t at all 
concerned that department stores, 
which used to account for 25% 
of their business, now account for 
14%. 

He recommended longer store 
hours, ’round the clock telephone 
service, night openings, trade-ins, 
door-to-door selling, working new 
markets (like feen-agers), and 
using fashion to promote sales. 


a Mr. Goodenough thinks house-|. 


wares departments are short- 
changed in store advertising. He 
doubts that the departments get 
advertising in proportion to the 
23% of store income they con- 
tribute. 

To compete with chains and 
specialty stores, Mr. Goodenough 
thinks department stores must 
adopt some of their cost-cutting 
tactics. Among them: Research to 
find out what the consumer wants 
—and so reduce returns, which ran 
7.2% of sales in 1948; cutting down 
“will hold” goods; taking early 
markdowns; installing self-service 
and self-selection; reduce over- 
assortments; and taking the ad al- 
lowances offered by manufac- 
turers, along with their dealer 
helps. 


NRDGA FINDS GLOOM 
IN ‘49 SALES RECAP 


New YorK—A special report on 
merchandising and operating re- 
sults of department and specialty 
stores for the first quarter of 1949 
shows sales of stores in the over- 
$1,000,000 annual volume class 
are down 3% from the corres- 
ponding period of 1948, and profits 
have dipped 48%. Profits ran at 
2.7% of sales, compared to 5.2% 
in the same period of 1948. 

Of the 116 stores reporting to 


PAST AND PRESENT—In a huddle at the Cincinnati convention of the Public Utilities 

Advertising Association are (left to right): Herbert Briggs Jr., Philadelphia Co., 

Pittsburgh, retiring president; Clara H. Zillessen, president in 1942-43; Walter C. 

Beckjord, Cincinnati Gas & Electric Co., and Floyd |. Fairman, Kentucky Utilities Co., 
newly elected president of PUAA. 


National Retail Dry Goods Asso- 
ciation, which released the sum- 
mary, 92% revealed declines in 
profits and 24% had actual net 
operating losses from merchan- 
dising (as compared to 10% who 
had losses for the first quarter of 
1948). 

While sales slipped 3%, trans- 
actions were fairly stable, with 
average gross sale of $4.44, com- 
pared to $4.50 a year ago. Operat- 
ing expenses in relation to sales 
rose to 33%, and NRDGA com- 
ments that operating costs are 
lagging in readjustment to chang- 
ing volume of store sales. 


Agencyman Maggart Dies 

Cuicaco—Maynard E. Maggart, 
75, veteran agency founder and 
former newspaper publisher, died 
of a heart ailment in a hospital 
here June 17 following a _ six 
months’ illness. 

Mr. Maggart launched his own 
company, Maggart Advertising 
Agency, in 1919. He began his bus- 
iness career when he became as- 
sociated with the Chicago Tribune 
more than half a century ago. Sub- 
sequently he served as publisher 
of the Gazette, Cedar Rapids, Ia., 
for almost a decade and was ad- 
vertising manager of the Selz 
Schwab Shoe Co. here for eight 
years. He is said to have been the 
youngest war correspondent dur- 
ing the Spanish-American war, 
and aided in Secret Service activ- 
ities during World War I. 


Barclay Appoints Gillette 
Ad, Sales Promotion Manager 


Leslie S. Gillette, formerly na- 
tional sales promotion manager of 
Frankfort Distillers Corp., New 
York, has been 
appointed adver- 
tising and sales 
promotion man- 
ager of Jas. Bar- 
clay & Co., De- 
troit, it was an- 
nounced by H. 
Clifford Hatch, 


general sales 
manager. 
Mr. Gillette 


will be responsi- 
ble for the ad- 
vertising promo- 
tion of Corby’s Reserve, Bar- 
clay’s bourbon and gin, and Royal 
Canadian and Grand Macnish 
Scotch. 


L. S. Gillette 


Geyer Publications 
Moves to Model Office 


Geyer Publications has moved 
to 212 Fifth Ave., New York, oc- 
cupying a suite planned as a model 
for modern offices. Details and il- 
lustrations of the company’s new 
office will be a feature of the 
August issues of Office Manage- 
ment & Equipment and Geyer’s 
Topics, two of the company’s pub- 
lications, which also include Gift 
& Art Buyer and Sports Age. 


Jervis to Kastor, Farrell 


Ar. Winarick, Inc., New York, 
has switched its advertising for 
Jervis hair tonic and hair oil, 
and Herpicide from Henry B. 
Cohen Advertising Co. to Kastor, 


Farrell, Chesley & Clifford. 


Biggest Selling 
Job Is Ahead, 
Utilities Told 


Huge Markets Must Be 
Supplied, Sales Exec 
Advises Industry Admen 


CINCINNATI—Electric companies 
face the biggest, most important 
selling and promotion job in their 
history, Harry Restofski, general 
sales manager, West Penn Power 
Co., Pittsburgh, told the Public 
Utilities Advertising Association 
at its annual convention here last 
week. 

Mr. Restofski said the industry’s 
huge postwar program for con- 
struction of power plants, grow- 
ing markets for electricity, rising 
operating costs and increased com- 
petition have combined to make 
aggressive selling an electric com- 
pany “must.” 


ws The Pittsburgh sales executive 
said the lighting market, oldest of 
all the electric markets, faces this 
potential: “Two hundred and fifty- 
six thousand schools need seven 
times as much light as they now 
have; 200,000 factories need four 
times as much light; 1,775,000 
stores need six times as much 
light, and over 30,000,000 homes 
need four times as much light.” 

Floyd I. Fairman, director of 
public service and advertising, 
Kentucky Utilities Co., was elected 
president of the association for the 
coming year. Other officers named 
included: 1st vice-president, Wil- 
liam B. Hewson, assistant vice- 
president, Brooklyn Union Gas Co.; 
2nd vice-president, John E. Can- 
field, public information director, 
Wisconsin Power & Light Co.; 3rd 
vice-president, Paul E. Pennfield, 
advertising manager, Detroit Edi- 
son Co.; secretary, Charles D. 
Lyon, advertising manager, Poto- 
mac Edison Co., and treasurer, 
Mead Schenck, advertising man- 
ager, Interstate Power Co. 


es Annual awards were announced 
in a total of 20 classifications, for 
small (Group A), medium (Group 
B), and large (Group C) utility 
companies for outstanding adver- 
tising during the past year. The 


winners included: 
Electric companies, series of three to 
five newspaper ads on a public relations 


subject: (A) Hawaiian Electric Co.; (B) 
Indianapolis Power & Light Co.; (C) 
Philadelphia Electric Co. 

Gas companies, same series: (A) Lynn 
Gas & Electric Co., Lynn, Mass.; (B) 
Oklahoma Natural Gas Co., Tulsa; (C) 


Cincinnati Gas & Electric Co. 

Electric companies, series of three to 
five ads promoting use of electric service: 
(A) West Texas Utilities Co., Abilene; 
(B) Central Power & Light Co., Corpus 
Christi; (C) Duquesne Light Co., Pitts- 
burgh. 

Gas companies, series of three to five 


ads promoting use of gas service: (A) 
Illinois Northern Utilities Co., Dixon; 
(B) San Diego Gas & Electric Co.; (C) 


Public Service Co. of Northern Illinois, 
Chicago. 

Electric companies, single newspaper ad, 
any subject: 


(A) Kansas Gas & Electric 


Co., Wichita; (B) Kansas Power & Light 
eee Topeka; (C) Philadelphia Electric 
o. 


Gas companies, same classification: (A) 
Houston Natural Gas System; (B) Peoples 
Natural Gas Co., Pittsburgh; (C) Lone 
Star Gas Co., Dallas. 

Transportation companies, competing as 
one group, single newspaper ad, any sub- 
ject: Ist, New Orleans Public Service, 
Inc.; 2nd, Pittsburgh Railways Co.; 3rd, 
Transport Co., Milwaukee. 

All utilities, employe magazines: (A) 
Hawaiian Electric Co.; (B) Metropolitan 
Edison Co., Reading, Pa.; (C) Union Elec- 
tric Co. of Missouri, St. Louis. 

All utilities, employe newspapers: (A) 
Central Arizona Light & Power Co., Phoe- 
nix; (B) Texas Power & Light Co., Dal- 
las; (C) Georgia Power Co., Atlanta. 

All utilities, bill enclosures, postcard 
billing cards, direct mail pieces, publica- 
tions and other material sent to farm or 
residential customers: (A) Lynn Gas & 
Electric Co.; (B) West Penn Power Co., 
Pittsburgh; (C) East Ohio Gas Co., Cleve- 
land. 


All utilities, same classification, but 
to commercial and industrial customers: 
(A) Western Massachusetts Electric Co., 
Turner Falls, Mass.; (B) New Orleans 


Public Service, Inc.; (C) Philadelphia 
Electric Co. 
All utilities, special booklets, pam- 


phiets, circulars sent to employes: (A) 
Washington Water Power Co., Spokane; 
(B) New Orleans Public Service; (C) 
Consolidated Edison Co. of New York. 

All_ utilities, window displays: (A) 
Houston Natural Gas Corp.; (B) Peoples 
Natural Gas Co., Pittsburgh; (C) Con- 
sumers Power Co., Jackson, Mich. 

All utilities, interior displays: (A) Cen- 
tral Illinois Electric & Gas Co., Rockford; 
(B) Central Maine Power Co., Augusta; 
(C) Cincinnati Gas & Electric Co. 

All utilities, outdoor advertising, large 
units: (A) Citizens Gas & Coke Utility, 
Indianapolis; (B) Minneapolis Gas Co.; 
(C) Southern California Gas Co., Los 
Angeles. 


All utilities, outdoor ads, small units: 
(A) Indiana Gas & Water Co., Indianap- 
olis; (B) Washington Gas Light Co., 
Washington, D. C.; (C) Pacific Gas & 
Electric Co., San Francisco. 

All utilities, annual report to stock- 
holders: (A) Iowa Electric Light & Power 
Co., Cedar Rapids; (B) Arkansas Power 
& Light Co., Little Rock; (C) Ohio Edi- 
son Co., Akron. 

All utilities, competing as one group, 
radio advertising: Ist, Hawaiian Electric 
Co.; 2nd, Union Electric Co. of Missouri, 
St. Louis; 3rd, Equitable Gas Co., Pitts- 
burgh. 

All utilities, films: Ist, Michigan Con- 
solidated Gas Co., Detroit; 2nd, New Or- 
leans Public Service; 3rd, Pacific Gas & 
Electric Co., San Francisco. 

All utilities, complete programs: (A) 
Washington Water Power Co., Spokane; 
(B) Mississippi Power & Light Co., Jack- 
son; (C) Cincinnati Gas & Electric Co. 


Maxwell House Signs 
‘Mama’ on CBS-TV 


NEw YorK—The Maxwell 
House coffee division of General 
Foods Corp. will begin sponsor- 
ship of the television version of 
“Mama,” starring actress Peggy 
Wood, on CBS-TV beginning Fri- 
day, Aug. 5, 8-8:30 p.m., EDT. 
The weekly program will be tele- 
cast on 19 stations in the CBS 
video network. The network 
launches the program on a sus- 
taining basis on July 1. 

The video version of “Mama” 
will be a continuation of the mo- 
tion picture, “I Remember Mama,” 
and Kathryn Forbes’ book, ‘““Mama’s 
Bank Account,” which is the story 
of a Norwegian family living in 
the United States. 

Benton & Bowles, New York, is 
the Maxwell House agency. 


Columbia U. Offers Video 
Study in 25 Courses 


The study of television tech- 
niques will be included in 25 pro- 
fessional training courses to be of- 
fered during the 1949-50 academic 
year by Columbia University 
School of General Studies in co- 
operation with National Broad- 
casting Co. The teaching staff will 
consist mostly of NBC network 
personnel, according to Sterling W. 
Fisher, manager of the network’s 
public affairs and education de- 


partment. 
There will be courses in basic 
radio and television, dramatic 


writing, news writing, promotion, 
publicity, speech, announcing, act- 
ing, etc. 


Leases Brenaman Restaurant 


American Broadcasting Co. has 
leased the old Tom Brenaman 
restaurant in Hollywood for con- 
version into radio and television 
studios. Two studios in the build- 
ing are now in operation and a 
third studio is under construction. 
When not in use, the studios will 
be available to other networks or 


radio stations. 
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Macmillan Tests 
‘Save 2c Theme 
for Motor Oil 


Los ANGELEs—Macmillan Petro- 
leum Corp. has temporarily sus- 
pended its sizable schedule in Life 
pending the outcome of current 
market tests with the probability 
that when its oil advertising is 
resumed, copy will be very 
strongly competitive. 

The company has long had a 
continuing schedule in Life on a 
“till forbid” basis, a full-page ad 
running each month and quarter- 
page ads in the intervening weeks. 
This schedule will be resumed 
when the tests are completed. 

First step in the competitive 
campaign was a recent Life ad 
headlined, “Stop buying gasoline 
to drag around dead horses.” Copy 
theme was that there is “posi- 
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tive proof of better lubrication and 
that there is a marked difference 
in motor oils.” 

Claiming that no other oil in 
the world can be made like its 
Ring-Free because of the “ex- 
clusive patented Macmillan re- 
fining process,” the ad goes on to 
say that by changing to Macmillan 
oil horsepower can be increased 
over 8%, giving an 8% saving in 
gasoline, or over 2¢ per gallon. 


a This theme had been tested in 
Phoenix and Long Beach with 
“extremely satisfactory” sales re- 
sults. Now being tested with 600- 
line ads in the Long Beach Press 
Telegraph is the theme, “Save 
2¢ per gallon on gasoline.” If pre- 
liminary results are borne out, 
this theme will be used on a con- 
tinuing basis when the Life sched- 
ule is resumed. 

It will also soon be tested on 

radio spots and outdoor posters 
in the Long Beach area. Radio has 
been used previously with spots 
furnished to the company’s 200 
distributors throughout the cdun- 
try. Distributors stand the expense 
of these campaigns. Outdoor has 
not been used before. 
Macmillan has previously tested 
the strong competitive angle in 
advertising in trade publications, 
and its executives say that claims 
of demonstrable superiority for 
Macmillan oils have given them 
a sizable volume at premium prices 
from commercial users. 

Regular automobile oil has also 
been claimed superior by dealers, 
with station owners for the past 
year guaranteeing a saving in 
gasoline through use of the oil. 
But until the new test, advertising 
has not played up the claim to fuel 
savings. 


s Basis for the claim of increased 
horsepower and saving on gaso- 
line are tests made on dynamo- 


meters, the standard machines for 
testing motor oils, Macmillan ex- 
ecutives point out. The test tech- 
nically is too involved to explain 
in ads, they say, and therefore no 
reference is made in copy to ex- 
plain how Macmillan gets its 
2¢-a-mile savings figure. The only 
attempt to make a public ex- 
planation has been on television. 
This was considered partially suc- 
cessful, but Macmillan and its 
agency, Marketeers, Inc., decided 
the money spent in video could 
be better used in other media. 

For the dubious, however, Mac- 
millan suggests that drivers have 
the Macmillan dealer arrange for 
a test proving the facts as ad- 
vertised. Dealers don’t have dyna- 
mometers but usually can arrange 
with an automobile company for 
a test. 


Edwards Opens Own Agency 


Richard B. Edwards has resigned 
as New England representative of 
Picard Advertising Co. and has 
taken over the offices of the Picard 
agency in Stamford, Conn., which 
he will operate as Richard B. Ed- 
wards Advertising Agency. The 
following accounts will be han- 
dled by the new agency: F. A. 
Bartlett Tree Expert Co.; Bar- 
Way Mfg. Co.; Darien Rubber 
Store; Electric Indicator Co.; A. 
H. Emery Co.; Marthall Develop- 
ment Corp.; Stereotex Machinery 
Co., and Tri-Wheel Motor Corp. 


Upressit Appoints Lupton 


Upressit Products Corp., manu- 
facturer of closures for tin and 
glass containers, New York, has 
appointed John Mather Lupton 
Co., New York, as its advertising 
agency. 


Appoints Hays Agency 


Vermont Development Commis- 
sion has placed its advertising with 
Hays Advertising Agency, Burling- 
ton, Vt. The agency handled the 
account from 1915 to 1947. 


Keep Your Eyes On Chaskesten! 
fat 


1S WHAT MAKES A 
MARKET 


POPULATION 


THIS 


REAL 
FOR ADVERTISING: 


AND 


LED THE STATE OF S. C. 


$365,577,000. 


— 


CHARLESTON, SOUTH CAROLINA, HAS A 
1949 ABC CITY ZONE POPULATION OF 
130,693; LARGEST IN THE CAROLINAS 


ACCORDING TO THE 1949 SALES MANAGEMENT 
AND ANNUAL SURVEY OF BUYING POWER 


EFFECTIVE BUYING INCOME OF THE CHARLESTON METRO- 
POLITAN COUNTY AREA IN 1948 WAS $219,019,000; AND 
THE TOTAL OF RETAIL SALES WAS $116,756,000 IN 1948. 


ALSO, THE CHARLESTON METROPOLITAN COUNTY AREA 
IN FOOD 


THERE’S REAL SPENDING MONEY ON HAND 
IN THIS ACTIVE, RESPONSIVE MARKET! 


Add to this top-notch Metropolitan County Market the other 
17 counties in Eastern Carolina effectively covered by these 
newspapers, and you have an Effective Buying Income of 
$554,832,000, with Retail Sales in 1948 amounting to 


THESE TWO PAPERS IN 1948 CARRIED 
19,817,030 LINES OF ADVERTISING 
(Gain of 2,824,796 lines over 1947) 


THE CHARLESTON EVENING Post 


News and Courier 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


AND DRUG SALES 


AGENCY THREESOME—H. K. McCann, left, chairman of the board of McCann-Erick- 

son, New York, and Mrs. McCann, who produces three of the agency’s radio shows, 

chat with Lloyd O. Coulter, vice-president in charge of radio and television. The 
scene: a party for Westinghouse’s “Studio One,” a CBS-TV attraction. 


Reed Elected Head 


of Research Council 


New YorkK—Dr. Vergil D. Reed, 
associate director of research, J. 
Walter Thompson Co., has been 
elected president of the Market 
Research Council. 

Other officers 
elected are: Dr. 
Franklin R. Cawl, 
director of mar- 
keting and re- 
search, Kudner 


Agency, vice- 
president; Lloyd 
H. Hall, presi- 
dent, Lloyd H. 
Hall Co., secre- 


tary-treasurer; 
and Nelson H. 
Seubert, market- 
ing counsellor, Standard Oil Co. 
(New Jersey), committee member 
at large. 

Dr. Reed, former Acting Director 
of the Census, and chief of’ the 
general statistics staff, War Pro- 
duction Board, joined the J. Walter 
Thompson Co. in 1944. He was 
president of the American Mar- 
keting Association in 1942.. 

The Market Research Council is 
composed of a group of prominent 
research men whose objective is 
“to stimulate scientific study and 
sound thinking in marketing re- 
search.” 


Vergil Reed 


Alberto Ortega Heads 
FC&B’s Caribbean Office 


Foote, Cone & Belding Inter- 
national Corp. has named Alberto 
Ortega, formerly advertising di- 
rector of Pan American Coffee 
Bureau, as director of the Carib- 
bean division of the agency, with 
headquarters in Havana. 

The agency also named Publici- 
dad Guastella as FC&B’s associate 
in Cuba. Mr. Ortega is a Cuban, 
was educated in Spain, and joined 
FC&B in March after resigning 
from Donahue & Coe. 


Allen Underwear to Lane 


Allen Underwear Mfg. Co., New 
York, lingerie manufacturer, has 
placed its advertising with Lane 
Advertising Agency, New York. 


Hooper to Report 
June 28 on First 
Network TV Rating 


New YorK—C. E. Hooper, Inc., 
will release its first network tele- 
vision Hooperatings report at a 
subscriber conference here on 
June 28. 

The report, based on random 
calls in 31 TV cities during May, 
will provide the following informa- 
tion on all sponsored video net- 
work shows: 

In TV homes: (1) Estimated 
number of television sets in cities 
carrying program; (2) estimated 
sets in use, and (3) estimated net- 
work telerating and share of TV 
audience. 

In random homes: (1) Estimated 
radio homes in cities with tele- 
casting; (2) percentage of homes 
using radio or TV or both; (3) 
percentage of homes using TV 
only; (4) percentage of homes s- 
ing radio only; (5) TV Hooperat- 
ing, and (6) share of broadcast 
(radio and TV) audience. 

Television Hooperatings, based 
on random sample, will be directly 
comparable with all Hooperatings 
on AM radio. 


Sales Managers Elect 


James Dornoff, of Pate Oil Co., 
has been elected president of the 
Milwaukee Sales Managers’ Asso- 
ciation. Other officers are: Alfred 
Kezowski, of Northwestern Hanna 
Fuel Co., vice-president; Jack Sha- 
dow, of Standard Oil Co. (In- 
diana), treasurer, and Ernie Kas- 
che, Aetna Life Insurance Co., 
secretary. 


Friedlander Joins Durstine 


Carl Friedlander has joined the 
executive staff of Roy S. Durstine, 
Inc., New York. He is a former 
president of Aeronca Aircraft 
Corp., Middletown, O. 


Changes Name to Kabo, Inc. 
The 69-year-old Kabo Corset 

Co., Chicago, has changed its name 

to Kabo, Inc. The management 


pot the company will remain the 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


Our service includes: 
. Subscription Sales Promo- ¢ Daily List Maintenance! 
tion! 


@ ABC Statements. Micro-rec- 
ords and Correspondence! 


© Regular Renewal Follow-up! tribut: 
Want more information? Write or call: 


Fulfillment Service 


Phont 


WEistx 9-3773 


© Addressing and Complete 
vice! 


© Nation-wide Newsstand Dis- 
jon! 


Many progressive publishers of paid 
or controlled publications have dis- 
covered that this complete circulation 
service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 


<x 


538 South Clark Street, Chicago 5, Illinois 
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Textron Trims 
Overhead in Big 


Staff Shake-Up 


New YorK—A major reorgani- 
zation to decentralize the business 
and reduce costs drastically has 
resulted in a number of executive 
resignations and changes at Tex- 
tron, Incorporated, during the past 
two weeks. A statement by Royal 
Little, chairman of the board, 
says that “overhead cost reduc- 
tions at the annual rate of more 
than $2,000,000 will have been ef- 
fected by the end of June.” 

Directors of the clothing and 
textile company have set up a new 
executive group composed of Mr. 
Little, chairman; J. Linzee Weld, 
vice-chairman, and E. A. King- 
man and Harold C. Whitman, di- 
rectors. 

Charles H. Dyson, executive 
vice-president and a director, and 
F. H. Kissner, vice-president and 
treasurer, have resigned. Mr. Dy- 
son explained that their resigna- 
tions were occasioned by differ- 
ences of opinion with the chair- 
man and directors on manage- 
ment and marketing. J. Linzee 
Weld has been elected treasurer, 
with offices in Providence, R. I. 


a Five other top executives re- 
signed a week ago—Marshall 
Rawle, Harold B. Hoskins, vice- 
presidents; R. C. Thompson Jr. and 
Robert Leeson, directors; and John 
A. Spooner, vice-president in 
charge of advertising. Mr. Spooner, 
who has joined Burlington Mills 
Corp., has been succeeded by 
George F. Swartz, formerly sales 
promotion manager. 

Directors of Textron, Inc., a sub- 
sidiary, have elected James E. 
Robison, and Frank Fiore, vice- 
presidents. Mr. Robison will con- 
tinue as general manager of the 
company’s domestic and finished 
fabrics departments, and Mr. Fiore 
of export sales. Robert Cushman 
will be in charge of manufactur- 
ing at Nashua and Suncook, N. H. 


s Directors of Textron Southern, 
Inc., another subsidiary, have 
elected Guy G. Cromer executive 
vice-president and general man- 
ager, and a number of changes 
have been made of department 
heads. 

Current advertising schedules, 
Mr. Swartz told ADVERTISING AGE, 
in most instances will be carried 
out, but future schedules are likely 
to be revamped, he said. Announce- 
ments regarding new plans, he 
added, probably will be made 
within the next few weeks. Ap- 
propriations for the current year 
totaled $1,250,000. J. Walter 
Thompson Co. is the agency. 


MODELS—The Institute of Models, New York, held a cocktail party to show off 
their models to advertising men. In bathing suits, (left to right) are: Marge Grady, 
Beth Sage, Joan Connelly, Ann Johnson, Mary Collins (recently named Miss National 

Swim Week) and Laura Mitchell. Robin Morgan, 7, was the fashion commentator. 


100,000 Ex-GI’s 
Learn Advertising 


WasHiIncton—Nearly 100,000 
World War II veterans are study- 
ing advertising, the Veterans Ad- 
ministration estimated last week. 

Only 4,000 were specializing ex- 
clusively in advertising. There 
were in addition 44,920 in school 
studying commercial art, decorat- 
ing, window dressing and com- 
mercial photography; 5,457 study- 
ing various types of salesmanship; 
2,780 studying sales management, 
and 2,463 studying marketing. 

There were also, through on- 


the-job training courses, 1,403 
learning window dressing and dec- 
oration; 1,182, commercial art; 


385, commercial photography; and 
36,077 learning all types of sales- 
manship, ranging from brokerage 
sales to consumer, over-the-coun- 
ter sales. 

There were in all 2,535,384 vet- 
erans enrolled in schools and on- 
the-job training when the count 
was made. Of the 4,000 studying 
advertising, 3,406 were taking 
classroom courses, and 562 were 
training on-the-job in agencies and 
in advertising departments. 


Three Name Goldgar Agency 


Mike Goldgar Co., Boston, has 
been named to direct the adver- 
tising of Pioneer Peddlar, North- 
ampton, Mass., Rosenfield Uniform 
Co., Boston, and Redd Distributing 
Co., Allston, Mass. 


Fleet Products Names Ellis 


The Buffalo office of Ellis Ad- 
vertising Co. has been named to 
direct the advertising of Fleet 
Products, manufacturer of rug 
and upholstery cleaning solutions. 


Economical FULL COLOR 


WINDOW DISPLAYS, BLOW- UPS, 
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Representing: NEW YORK GRAVURE CO. 
New York City 


Socony Experiments 
with Institutional Ads 


Socony-Vacuum Oil Co., New 
York, and its affiliates, Magnolia 
Petroleum Co. and General Pe- 
troleum Corp., are running a series 
of experimental institutional-type 
advertisements in newspapers, 
magazines and trade publications. 
While the schedule is said to be 
flexible and subject to alterations, 
plans for the remainder of this 
year call for a series of six in- 
sertions of 1,200 and 1,500 lines in 
12 or more metropolitan newspa- 
pers, six two-color spreads in 
trade publications serving the pe- 
troleum field, and also a few na- 
tional magazines. 


Woods Joins Kelley 


Arthur E. Woods, formerly ad- 
vertising manager of Motor Mag- 
azine and Motor Wholesaler, To- 
ronto, has joined Russell T. Kel- 
ley Ltd., Toronto. 


Long Agency Moves Offices 


W. E. Long Co., Chicago agency, 
has moved its offices to 188 Ran- 
dolph Tower. 


Studebaker Film 
Features Workers 


in ‘Partnership’ 


New YorK—Studebaker Corp. 
will count on a new film, “Part- 
nership in Faith,” to help indoc- 
trinate new employes and to dem- 
onstrate its work in improving 
labor relations to civic and service 
groups and other industrial or- 
ganizations. 

The film, made by Transfilm, 
Inc., was produced with the coop- 
eration of Studebaker employes 
and their union, Local 5, UAW- 
CIO. It was given a preview here 
recently before press representa- 
tives and executives of selected 
companies. 


Walter S. Gundeck, Studebaker’s 


industrial relations director, said 
the picture is part of a program 
aimed at making Studebaker’s 
working force, new and old, the 
best-informed group of automobile 
workers in the nation. 

In production technique, the pic- 
ture differs from most industrial 
films. The central character in 
each scene is a Studebaker em- 
ploye who demonstrates the na- 
ture of his job and brings out a 
part of the indoctrination message, 
as if his own thoughts and con- 
victions were being recorded on 
the film. This is accomplished 
without lip synchronization. Almost 
every phase of the company’s in- 
dustrial relations program is ex- 
plored briefly, and only two pro- 
fessional actors appear in the pic- 
ture. 


Rit Products Moves 


Rit Products Corp., tint and dye 
manufacturer, formerly in Chi- 
cago, has moved its factory, lab- 
oratories and general office to 
1437 W. Morris St., Indianapolis. 
P. H. Schatz, vice-president in 
charge of sales and advertising, 
will maintain his office at 1 E 
43rd St., New York. 


Noma Promotes De Coo 


George F. De Coo, assistant ad- 
vertising manager, has been ap- 
pointed publicity manager of Noma 


Electric Corp., New York. 


Mr. Time Buyer 
Anywhere, U.S.A. 


¥SGWN continues to forge forward! 


The Hooper report for October 1948 


thr 
Noon 


February 1949 between 8 A.M. and 12 
ondays through Fridays) shows WSGW 


had 7 of the 11 highest rated quarter hours. 


Station "A” had four. 


Station "B” none. 


WSGWN and Station "A": tied for tenth place 


with an 8.2 rating. 


In the afternoon 
the 10 highest rated quarter hours. 
Station "A” had three, one of 


"B” had four. 


WSGWH had 3 of 
Station 


which was ninth place and the other tenth 


place. 


In the evening hours (Sundays through 
Saturdays) WSGWN had 4 of the 10 top half 
hour periods with Station "B” having four and 
Station "A" having three. 


Is there any wonder more and more people 
are saying WSGW is Alabama's best BUY far? 


Manag 


Station WSGWN 


Radio Park atop Red Mountain 
Birmingham, Alabama 
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Wil Distribute Helicopters 


Hiller helicopter, manufactured 
by United Helicopters, Inc., Palo 
Alto, Cal., will be distributed in 
Canada by Weston Aircraft Ltd., 
Oshawa, Ont., an associate com- 
pany of the Hunting Aviation 
Group. Aviation trade publica- 
tions will shortly carry the initial 
advertising. Tandy Advertising 
Agency, Toronto, is handling the 
Canadian promotion. 


- Ovington Joins WEIM 


Ray Ovington, former television 
director of Bermingham, Castle- 


, man & Pierce, New York, has 


been appointed commercial man- 
ager of WEIM, Fitchburg, Mass., 
basic Yankee-Mutual Broadcast- 
ing System outlet. 


WFMY-TV Joins DuMont 
Station WFMY-TV, Greensboro, 
N. C., has joined the DuMont Tele- 
vision Network and will begin 
commercial operation on a non- 
interconnected basis in August. 
The station is owned by the 
Greensboro News Co. 


. Mitchell to Western Union 


A. K. Mitchell has been named 
assistant vice-president in charge 
of sales and advertising of Western 
Union Telegraph Co., New York. 


N. Y. Marketers 
Cite Seven for 
Research Work 


New Yorx—Because the entries 
were too close in quality, the New 
York chapter of the American 
Marketing Association last week 
elected to award seven citations 
instead of its annual award for 
leadership in marketing. 

Normally, the group gives an 
award and nine citations, but Ed- 
ward Battey, vice-president and 
research director of Compton Ad- 
vertising, who was chairman of the 
judging committee, said the de- 
cision this year was between giving 
seven awards for work of equal 
merit, or extending the awards 
to 17, prohibited by chapter rules. 

The AMA chapter decided to 
give seven citations instead of a 
single leadership award. The 
judges said quality of entries pre- 
vented picking any single one for 
the award. 


a The citation winners: 

Spencer A. LARSEN, chairman, 
department of general business 
and professor of marketing, Wayne 
University, Detroit, for effective 
use of research techniques in 
evaluating market potential for a 
new industry service. 

WILLIAM D. CRELLEy, General 
Electric .X-Ray Corp., and vice- 
president of the National Indus- 
trial Advertisers Association, for 
ascertaining and presenting the 
practices of industrial buying. Mr. 
Crelley, as chairman of the NIAA 
research committee, guided the 
association’s “Study of Industrial 


to 18-year-old Beverly Worster 


records in agriculture. 


‘Quality’ story” . 


WBNS FARMTIME 
FUTURITY SCHOLAR- 


SHIP — Geer Parkinson, WBNS 
program director, presenting the 
1949 Farmtime Futurity Scholarship 


Morrow County. This is the fourth 
year that WBNS has awarded Ohio 
State University full scholarships to 
youths who have made outstanding 
It is only 
natural that this station is vitally interested in agriculture. The 
WEBNS listening area extends over one of the richest farming sec- 
tions of the state and WBNS programs bring enthusiastic response 
from the rural listeners of Central Ohio. 


ASK LEROY MORRIS OF HOLIDAY 
SWEETS ABOUT WBNS RESULTS 


. . « He will tell you of his 17 years successful experience with ad- 
vertising on this station . . . first as manager of a Columbus depart- 
ment store and now as head of his own business. He says, "We 
find that a small business can and does achieve remarkable results 
on a minimum expenditure for advertising. Further, we operate in 
the quality field and find WBNS well adapted to telling our 
. . Yes, sales in Central Ohio are spelled WBNS. 


of 


COLUMBUS — State capital and the 
industrial, cultural and business center 
of Central Ohio. 
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POWER 5000 D-1000°-N CBS 


ASK JOHN BLAIR 


REUNION—Three past presidents of the Public Utilities Advertising Association get 

together at the PUAA convention in Cincinnati. Left to right: Charles J. Allen, 

Connecticut Light & Power Co.; Harold S. Metcalfe, West Penn Power Co., and 
Henry Obermeyer, Consolidated Edison Co., New York. 


Buying Practices,” made by Davee, 
Koehnlein & Keating, Chicago, un- 
der a $10,000 grant from Sweet’s 
Catalog Service. 

EpwIn B. Georce, assistant to the 
president, Dun & Bradstreet, for 


W. D. Crelley E. B. George 


assistance to industry through an 
analysis of implications of the 
Supreme Court decision on basing 
points. 

Frep HAVILAND SR., senior asso- 
ciate, Stewart, Dougall & Asso- 
ciates, for effectively determining 


Fred Haviland Donald West 


the patterns of consumption and 
consumer attitudes for the product 
of a major industry. 

DonaLp E. WEstT, director of 
market research, McCall Corp., 
for leadership in proposing a code 
of research practice and facilitat- 
ing its adoption. 

RAYMOND FRANZEN, consultant 
with National Market Analysis 
(and head of his own company), 
for applying the technique of dou- 
ble sampling and correlation in 


R. Franzen W. H. Lowy 


the projection of a survey of in- 
dividuals to a family basis. 

Wa.ter H. Lowy, vice-presi- 
dent, Formfit Co., for developing 
through market research an edu- 
cational program to attain more 
effective retail merchandising. 

The awards for 1947 and 1946 
went to Alfred Politz, head of the 
marketing research organization 
bearing his name. 

The awards were presented by 
Stanley Resor, president of J. Wal- 
ter Thompson Co 


Lilyette to Dunay & Rader 
Lilyette Brassiere Co., New 

York, has appointed Dunay & Ra- 

der, Advertising, New York, as 


its advertising agency. 


Committee Is Named 
to Seek Acceptance 
for NAB Standards 


WasHIncton—George Ogle of 
the American Association of Ad- 
vertising Agencies was named 
Thursday to a special committee 
established by the National Asso- 


§ |ciation of Broadcasters to supervise 


“acceptance” of the standards of 
practice adopted in Los Angeles 
on May 19, 1948. The standards be- 
came fully effective on May 19 of 
this year. 

Eugene Carr, WHBC, Canton, 
O., representing medium-size sta- 
tions, is chairman. Other station 
members are: Robert T. Mason, 
WMRN, Marion, O., small stations; 
G. Emerson Markham, WGY, 
Schenectady, large stations, and 
William E. Ware, KFMX, Council 
Bluffs, FM. 


a Also, Eugene Thomas, WOIC, 
Washington, TV; Lawrence W. Mc- 
Dowell, KFOX, Long Beach, un- 
affiliated stations; William B. 
Quarton, WMT, Cedar Rapids, 
NAB board. A representative of 
networks is still to be named. 

Mr. Ogle is an “advisory” mem- 
ber, representing advertising agen- 
cies. In addition, George Brett of 
the Katz agency, New York, is 
an advisory member for station 
representatives. A third advisory 
member, representing advertisers, 
is still to be named. 

Harold Fair, director of NAB’s 
program department, serves as ex- 
ecutive secretary. Richard Jencks, 
NAB attorney, is legal secretary 
and the NAB public relations di- 
rector, Robert K. Richards, advises 
on public relations. 


Gellert Named Art Directer 


Robert C. Gellert has been ap- 
pointed head art director of Rob- 
ert W. Orr & Associates, New York. 
He will supervise art on all ac- 
counts handled by the agency, in- 
cluding Woodbury, Jergens and 
Schiaparelli. Formerly he was as- 
sociated with Batten, Barton, Dur- 
stine & Osborn and other New 
York agencies, and has done con- 
siderable work as an illustrator. 


Gets Deep Rock Oil Account 

Deep Rock Oil Corp., Tulsa and 
Chicago, has placed its advertising 
with Winius-Drescher-Brandon, St. 
Louis. 
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RCA, Philco Top 
TV Set Owners; 
6%. Have Video 


(Continued from Page 1) 
urban population, which Psycho- 
logical Corp. says “is about the 
total number of home sets in use 
in the entire population.” 

The company estimates that not 
more than 10% of these are in the 
hands of farm and rural popula- 
tion, and that present results are 
in “fairly close agreement” with 
recent sales figures. 


@ Here is the way set ownership 


stacks up: 

Make Per Cent 
Nitin: sicchtdseubesachectneeiasaanalinial 21.0 
IL testis snt baniinaadseonbindegdaiind 16.6 
Es catia citi atendlandaie 9.0 
General BHlectric. .................000000 6.7 
SII oi «101th 20s ciuncannscdguniiniendiianel 5.8 
ae ER ee 5.5 
ER ek ON ere 3.3 
IIE ixaceshinguesceienecteiieetcledendl 2.8 
SI dia hacia haNghinipvileiathadintcsted 2.2 
SIE cciversvcccnecssnnsetigaseen were 9 1.9 
SS ET ES Re eee 1.7 
Stromberg-Carlson. ................004 1.5 
PIII <n iciatentiigtiicnsipiestdiousilliinte 1.5 
III. Saixcsactdccenccdioccamastthaanssa 1.3 
UIE ~duiasoeindeonindidiatedutstibekcmienaubeads 0.8 
ae ene Se, 0.8 
INOS, i scsnuisiindesnesstiatineia 8.8 
ICD TIMID. csccscebecaiedceneaieebodbalin 8.8 


The interviews were run May 
1-10. 

As for ownership by socio-eco- 
nomic groups, here is how Psy- 
chological Corp. found TV set 
ownership corresponding to other 
living standards: 


. ff Lene 13% 
OEE isiicdrititnnaec 1% 
FE BD, cscinitsiniendinccstihiiniteninblll 5% 
ee 3% 


The research company intends to 
continue the feature in its quar- 
terly barometer surveys from now 
on, and will furnish correlations 
between brand preferences and 
theme identification with owner- 
ship of TV sets for clients sub- 
scribing to its service. 


Chanel's Durgin Joins NBC 


Donald Durgin, former assistant 
sales manager of Chanel, Inc., New 
York, has been appointed assist- 
ant to the manager of advertising 
and promotion for National Broad- 
casting Co.’s national spot sales 
department. He was previously an 
assistant account executive with 
Foote, Cone & Belding. 


Kate Smith Show Delayed 


Due to previous commitments, 
“Kate Smith’s Music Room,” orig- 
inally scheduled to begin on the 
American Broadcasting Co. on 
July 4 at 9-11 p.m., will not start 
until early fall. The two-hour show 
is built around recorded music se- 
posted by Miss Smith and Ted Col- 
ins. 


‘Time’ Promotes Steinert 


Eleanor Steinert, formerly sta/f 
correspondent in Time’s Chicago 
bureau, has been appointed assis‘- 
ant to James Linen, publisher of 
Time in New York. 


advertising display. 


problem. 


DISPLAYS 


Let us put our diversified facilities to work for you. 

We are creators and manufacturers of eye-arresting displays in ; 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we | 
combine any of them to produce unusual or seemingly ‘“‘screw-ball”’ 
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Production and 
Circulation Top 


NAMP Agenda 


Central Registry has 
Made Progress, Third 
Production Report Shown 


Rye, N. Y.—Circulation and pro- 
duction held top billing at the 
summer meeting of the National 
Association of Magazine Pub- 
lishers last week. 

Benjamin Allen, Curtis Pub- 
lishing Co. and chairman of the 
group’s Central Registry Board, 
reported that the plan of extend- 
ing registry of subscription crews 
through better business bureaus 
and chambers of commerce has 
made sizable progress, with about 
291 cities now participating. 

He also disclosed that member 
subscription agencies had been re- 
quired to post $500 in cash or bond 
as fulfillment security, and that 
all but six had posted the amount. 
He expects all agencies to post the 
amount by the June 30 deadline. 
This covers a period from the time 
the canvasser receives the money 
from the subscriber until the pub- 
lisher is paid. 


a Mr. Allen pointed to the growth 
of local ordinances, that prohibit 
or make difficult solicitation, 
which are now operating in more 
than 500 cities, with the number 
of cities increasing rapidly. Cen- 
tral Registry is making efforts to 
contact city attorneys, pointing out 
the differences in circulation crew 
operation, including the tie-in 
with better business bureaus and 
chambers of commerce. Some of 
the dubious legal aspects of the 
ordinances also were mentioned. 

Francis Pratt, Time, reported 
that a questionnaire is being pre- 
pared to be sent to druggists, with 
a view to improving dealer re- 
lations. 


= The third report in the series 
by the joint NAMP-American As- 
sociation of Advertising Agencies 
committee to improve advertising 
reproduction in magazines was 
presented at the meeting. Report 
No. 3 is a summary of standard 
specifications for all magazine let- 
terpress wet printing. NAMP hopes 
all agencies, photoengravers, typo- 
graphers, electrotypers, publishers 
and printers will adopt these spec- 
ifications, and that publishers and 
printers will adopt and publish 
them with their own specifications 
as to plate size, inks, paper, etc., 
in a standard 8%x11” form. 

The report is in tabular form, 
reporting specifications for four- 
color wet, four-color (two and 
two), black and one color and two- 
color wet, and black and white. 


® Lewis W. Trayser, vice-presi- 
dent and director of manufactur- 
ing of Curtis, presented highlights 
of the report. He also announced 
that the committee will begin 
studying rotogravure, and that four 
new members have been added to 
it: Peter Dennerlein, vice-presi- 
dent in charge of manufacturing, 
Crowell-Collier; George Carl, vice- 
president, Woman’s Day; Irving 
Simon, Macfadden Publications, 
and John Quinn, Pedlar & Ryan. 

Mr. Trayser reported favorable 
reception by industry groups such 
as photoengravers and electro- 
typers, and said associations in 
these fields had appointed liaison 
Officials to consult with the com- 
mittee. 


Allen Grammer, chairman of 


Street & Smith, and head of the 
general operations committee, said 
in the course of remarks on postal 
legislation that a proposed 374% 
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Last Minute News Flashes 


‘Quick’ to Be Distributed Nationally July 14 


New YorK—Quick, Cowles’ Publications news digest, will be dis- 
tributed nationally July 14 (July 18 issue) and will enter Canada later. 
Quick is now sold in 75 markets. An initial order of more than 100,000 
was placed last week in New York, which S. O. Shapiro, Look vice- 
president, calls the largest trial offer of a magazine ever placed in a 
city. At the end of the first day, Mr. Shapiro said, the issue was 42% 
sold out. The original policy of no advertising for Quick is still firm, 


he said. 


Kendall Names Boston Agency for Soapine 

LAWRENCE, Mass.—Kendall Mfg. Co. has appointed Bennett, Walther 
& Menadier, Boston, to handle advertising of Soapine, effective Aug. 
1. The account formerly was handled by Kastor, Farrell, Chesley & 


Clifford, New York. 


Buick Schedules Ads in July for ‘Riviera’ 


New YorK—The Buick Division of General Motors has scheduled a 
spread in The Saturday Evening Post and a page in The New Yorker in 
mid-July, and large ads in newspapers of about 100 large cities, 
through Kudner Agency, to announce availability of its new Riviera 
model, first shown at the GM show in New York last January. The 
car emphasizes new styling, greater use of glass and the absence of 
center posts used in “the conventional coupe.” The Riviera also will 
be promoted in the regular Buick campaign in various media. 


Dunakin Leaves ‘Popular Mechanics’ 


Cuicaco—Paul H. Dunakin, vice-president and general manager of 
Popular Mechanics for the past five years, has resigned to return to the 
practice of law. Effective July 1 he will be a member of Dunakin & 
Dunakin. The other partner is his wife. 


Teletap Runs Test in New York Dailies 


New YorK—Teletap Corp., recently organized to manufacture elec- 
tronic instruments for monitoring telephone conversations to guard 
against wire-tapping, plans to start advertising on national scale in 60 
days. A trial run is now being made in five New York dailies of 75 
lines on three columns. J. A. Sanders, Advertising, handles the account. 


Kenneth Warden Joins White, Berk as V. P. 


New YorK—Kenneth Warden, 


onetime advertising manager of 


Lever Brothers Co., has returned from retirement to join White, Berk 
& Barnes, New York agency, as a vice-president. Mr. Warden was 
general sales manager of Seagram Distillers Corp. before retiring. 


Illness Forces Patjens Out at Dell 

New YorK—For reasons of health, William S. Patjens has resigned, 
effective July 1, as advertising sales director of Dell Publishing Co. 
He will continue to serve as a special consultant to George T. Dela- 


corte Jr., president of Dell. 


boost in second class rates would 
be the equivalent of a 42% in- 
crease in income tax on publishers, 
based on 1948 federal income tax 
payments. 

The attendance at the business 
meeting was double that of 1948, 
with 134 reservations. Three new 
members of NAMP were an- 
nounced at the session: Standard 
Rate & Data Service, The Con- 
troller (published by the Con- 
trollers’ Institute), and the Grade 
Teacher. 


Troy Savings Bank Ads 
Issued in Portfolio 


Troy Savings Bank, Troy, N. Y., 
has issued a portfolio of a series 
of advertisements it ran in Troy 
newspapers the latter months of 
1947 and throughout 1948, de- 
voted entirely to broadening 
knowledge of Canada. The cam- 
paign was prepared by Doremus 
& Co., New York, in cooperation 
with the Canadian Department of 
External Affairs. More than 2,000 
copies of a Canadian government 
booklet, “Canada from Sea to 
Sea,” were distributed by the bank, 
it is said, to people who read the 
advertisements and went to the 
bank to request copies of the book- 
let. 


Royal Stresses Price in Ads 


Royal Typewriter Co., Inc., New 
York, in its current advertising in 
Business Week, Best’s Insurance 
News, and Banking, stresses that 
its product “has risen only 24%” 
since 1938, while durable goods 
generally “have risen 95%.” By 
emphasizing that its product is 
underpriced, the company, it is 
said, hopes to persuade buyers 
“not to put off buying high qual- 
ity typewriters at today’s low 
prices.” 


Appoints Reinecke 


Robert H. Reinecke has been 
named art director of Kal, Ehr- 
lich & Merrick, Washington, D. C. 
He has been with the agency for 


the past nine years. 


NAB Moves to Limit 
Ad Bureau's Sales 
Helps to Members 


WASHINGTON—The executive 
committee of the newly formed 
Broadcast Advertising Bureau 
ruled Wednesday that sales aids 
it develops to promote radio as 
“the pre-eminent advertising me- 
dium” shall be copyrighted and 
distributed exclusively to mem- 
bers of the National Association 
of Broadcasters. 

Limited distribution of the BAB 
material is considered as a “sales 
incentive” for NAB membership, 
and as a precedent in the event 
that special assessments are nec- 
essary to finance future BAB ac- 
tivities. 

The “restricted” label will be 
applied immediately to the special 
slide film presentation now being 
prepared by BAB Director Mau- 
rice Mitchell to promote indi- 
vidual stations, as well as radio 
in general. 

The committee also approved 
the plan for BAB to share head- 
quarters space on Fifth Ave., 
New York, with Broadcast Mea- 
surement Bureau. 


WTCN-TV Goes on Air July 1 

WTCN-TV, Minneapolis, is 
scheduled to begin telecasting on 
July 1 at 6:30 p.m. Video pro- 
grams of ABC, CBS and DuMont 
networks, plus local live and film 
presentations, will be carried. Dur- 
ing the summer, the station will 
be on the air 6:30-9 p. m. Mondays 
through Fridays. WTCN-TV ex- 
pects to begin a schedule of four 
hours nightly seven days weekly 
in early fall plus some daytime. 


Paradise to Blankenship 

Leon M. Paradise has been ap- 
pointed assistant director of A. B. 
Blankenship & Associates, Phil- 
adelphia market research firm. 


Spiegel Catalogs 
Offer Low-Cost Video 
Sets—at $124.95 Up 


Cuicaco—Spiegel, Inc., invaded 
the television set market last week 
with a mail order catalog offering 
of four receivers at “rock bottom 
prices,” the lowest $124.95 for 
portable or table models of its 
private brand Aircastle line. 

The new sets are announced in 
special inserts in the 712-page 
Spiegel catalog for fall and winter, 
placed in all books dispatched to 
cities with television facilities. 
Prices range from the 7” portable 
or table models, at $124.95, to 
$174.95 for a 10” table model and 
$229.95 for a 12” table model. 

Spiegel believes its catalog prices 
are “way under the market” for 
comparative offerings of other 
merchandisers, ranging from $20 
to as much as $100 below similar 
sets. The price includes excise 
taxes; antennas are extra, $6.95 
for indoor antennas and $12.45 
for the outdoor variety. Manufac- 
turer-supplier of the sets has not 
been disclosed by the company. 


= Spiegel is continuing the news- 
stand sale of its general catalogs, 
at $1 per copy, although the prac- 
tice aroused an official protest 
from the National Association of 
Retail Druggists, which charged 
that retailers were forced to ac- 
cept copies with their regular 
shipments of magazines (AA, 
March 14). Price of the catalog 
is printed on the front cover; 
Spiegel believes it is the first time 
in mail order history that the 
regular edition of a general cata- 
log has carried the price in “maga- 
zine style.” Regular customers get 
the catalog free; those who pay 
get a dollar merchandise certificate 
for use on their first order. One 
important factor in bringing Spie- 
gel’s prices down, the catalog ex- 
plains, is the elimination of waste 
in catalogs sent to those who don’t 
intend to buy anyway. 

Magazine ads also will offer the 
catalog by mail, with the schedule 
including more than 50 publica- 
tions. Small-space ads will be used 
in Life, Look and The Saturday 
Evening Post, as well as small 
ads on a test basis in Parade. Other 
catalog copy will run in Farm 
Journal, and an extensive list of 
women’s magazines and newspaper 
magazine sections, ranging up to 
full-color pages. In some cases, 
the company is testing the pro- 
cedure of using small ads followed 
by a full-page appeal to prospec- 
tive customers. 


Carpet Group Names Agency 


Anderson, Davis & Platte, New 
York, has been appointed to han- 
dle all advertising of the Floor 
Covering Association, Inc., a re- 
cently organized group of New 
York carpet contractors specializ- 
ing in floor covering services to in- 
terior decorators. No advertising 
has been planned, and according 
to Lewis Van Akin, account exec- 
utive, schedules probably will be 
limited to trade publications. 


Acquires Interest in Koppe 


M. H. Bromberg, vice-president 
of M. D. Bromberg Associates, 
Inc., on July 1 will acquire an 
interest in S. S. Koppe & Co., and 
will become president of the com- 
pany. Both are international pub- 
lishers’ representatives. Miss P. 
Shilcox will retain her interest in 
the Koppe organization and will 
become chairman of the board. 


Fall Ad Schedule 
Prepared by Hickok 


Fall merchandising and advertis- 
ing schedules now being pre- 
pared by Mrs. Margaret Boehmer, 
advertising manager, Hickok Mfg. 
Co., manufacturer of leather belts, 
men’s jewelry, wallets, etc., Roch- 
ester, N. Y., will total about $750,- 
000, it is said. Emphasis will be 


placed on point-of-sale displays. 


Donaldson Asked 
to Help Hammer 
Out Compromise 


WASHINGTON—Postmaster Gen- 
eral Jesse Donaldson goes behind 
closed doors with the House Post 
Office committee next week in an 
effort to hammer out a postal rate 
increase bill acceptable to Con- 
gress. 

Public hearings on his plan for 
a $300,000,000 increase*in depart- 
mental revenues ended Thursday, 
with the House committee chair- 
man, Tom Murray (D., Tenn.), 
calling for prompt action on “some 
kind of a fair increase bill.” 

Though committee members 
have been critical of the sharp 
increases suggested by the depart- 
ment—as much as 400% for na- 
tional magazines—Rep. Murray 
said “unquestionably something 
must be done about the deficit,” 
which is estimated at more than 
$550,000,000 for the federal fis- 
cal year ending June 30. 

When he goes behind closed 
doors with the committee, Mr. 
Donaldson will present estimates of 
the savings in operating costs that 
are possible under administrative 
reforms proposed by the Hoover 
Commission. 


@ President Truman notified Con- 
gress Monday that some of the 
organizational changes will be 
made immediately. In addition, 
the President said he will send 
Congress legislative proposals, 
“which will implement other rec- 
ommendations of the Hoover Com- 
mission and place the operations of 
the Post Office Department on a 
more business-like basis.” 

In his final appearance Thurs- 
day, Mr. Donaldson reiterated his 
claim that nothing can be done 
about salaries and transportation 
costs, which make up 95% of the 
department’s expenditures. 

“To accomplish a saving of 
$300,000,000 per annum, as has 
been suggested by some, would re- 
sult in reducing our personnel by 
more than 100,000 employes,” he 
said. 

“This would be the equivalent 
to the discontinuance of all postal 
service in New York City, Chi- 
cago, Philadelphia and Boston, 
the offices of which produce ap- 
proximately 20% of our revenue.” 


s His closing statement called for 
a two-cent rate on post cards and 
direct mail advertising matter, 
and for substantially higher rates 
on parcel post, catalogs and spec- 
ial services. He said the 10% 
“compromise” increase for second 
class, proposed by individual pub- 
lishers, would produce only $4,- 
000,000, a sum which “I could not 
conscientiously agree to.” 

The President’s order Monday 
abolishes the offices of first, sec- 
ond, third and fourth assistant 
postmasters general, transferring 
their functions to a deputy post- 
master general and four assistant 
postmasters general reporting to 
the postmaster general. 

It also creates an advisory board 
of seven “representatives of the 
public,” to meet in Washington 
four times a year with the post- 
master general and deputy post- 
master general, “for the purpose 
of considering methods and policies 
for the improvement of the postal 
service.” 


Low TV Set Prices Listed 


Electronic Controls, Inc., East 
Orange, N. J., has announced that 
it is “preparing to deliver private 
brand television sets for as low 
as $95 complete for a 7” tube port- 
able or table model, and as low 
as $114 complete for a 10” port- 


able or table model.” 
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Auto Clubs Lose 
Tax Exemption 


WasHINGTON—The U. S. Tax 
Court last week stripped automo- 
bile clubs of tax exemption privi- 
leges allowed to organizations 
founded for “pleasure, recreation 
and other non-profitable pur- 
poses.” 

Backing up a ruling of the 
Bureau of Internal Revenue, the 
court’s ten-judge majority found 
the clubs are “rendering services 
of a commercial nature to mem- 
bers at a lower cost then they 
would have to pay elsewhere.” 

The serVices include bail bonds, 
accident insurance, lock and key 
service, notarial service, towing 
and emergency road service. 

By “engaging in a business of 
a kind generally carried on for 
profit,” the clubs “thereby com- 
peted with others rendering simi- 
lar services as a regular business,” 
the court observed. 


a The decisive case, involving the 
Chattanooga Automobile Club, re- 
presented only about $100 in tax 
liability. But the court applied the 
same argument two days later to 
approve a $13,242 tax on the Key- 
stone Automobile Club for the 
calendar year 1943. 

Six members of the court dis- 
sented. “If because of the expan- 
sion of their activities or for any 
othér reason, automobile clubs 
have forfeited the right to tax 
exemption long accorded them, it 
is a matter that should be remedied 
by congressional action,” three of 
the dissenting members said. 

A Bureau of Internal Revenue 
spokesmen said that the ruling can 
be applied to cooperatives. He 
pointed out that special sections 


of the law assure exemption for 
co-ops selling farm produce or 
buying supplies for farmers. He 
said consumer co-ops have no tax 
exemption, but escape taxes by 
proving that they have no net 
income. 


Chocolate Syrup 
Is Introduced in 
Philadelphia Test 


PHILADELPHIA—Supported by a 
full schedule of newspaper adver- 
tising and premiums for the young 
sters, Donald Duck chocolate syrup 
is being introduced in the Phil- 
adelphia area by Atlantic Syrup 
Refining Corp. 

Distribution will be confined to 
its home city during the initial 
market testing period, Atlantic 
said, but later will be spread to all 
territories served by the company. 
It believes that, with addition of 
the new product, it is the first to 
offer a complete line of syrups for 
consumer use. . 

Free premiums offer children 
Donald Duck table statuettes which 
serve as napkin holders. The 
statuettes are made in _ several 
colors, and children are urged to 
send in for a set of four, each re- 
quiring a label from the glass re- 
frigerator jars in which the syrup 
is packed. 

J. Robert Mendte, Inc., is the 
agency. 


Eureka Names Morris 


Eureka Chemical Co., El Monte, 
Cal., has named the Hollywood 
office of H. C. Morris & Co. to 
direct a regional campaign for Hi- 
Ten, a liquid detergent. Magazines, 
trade publications, newspapers, ra- 
dio and television will be used. 


GREAT INDUSTRIES wm 
Growing GREENSBORO MARKET 


GEORGE C. BROWN 


AND 


COMPANY 


Mr. Albert Foster 


Largest producer of Cedar products 
in the World, George C. Brown & 
Co., was established in 1886. Today 
their products are sold in the Amer- 
icas and Europe and they supply 


President 


80%, of all the Oil of Cedarwood used in the manufacture 


of Cosmetics and allied products. 


Another indication of the diversified industrial activity of 
the Greensboro 12 County ABC Area where ONE-SIXTH* 
of the State's population accounts for ONE-FIFTH of total 
retail sales. Gear YOUR promotion plans to reach the 
high sales potential of this market ($616,595,000 Net Buy- 
ing Income) through the NEWS and RECORD with 90,000 


daily circulation and 60°/, coverage 


*1949 Sales Management Figures. 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 


Radio Listening Off 
10% from Last Year, 
A. C. Nielsen Finds 


CuHIcaAGO—Radio usage for the 
week of May 15-21 was down 10% 
from the corresponding figure of 
a year ago, according to the latest 
Nielsen-Rating report. The total 
usage was off 2% from the last 
report for May 1-7. 

The figures for the evening 
shows on the latest tally show a 
number of major shifts in program 
ranks just prior to the summer 
hiatus. Bob Hope (Lever Bros.), 
“Mr. District Attorney” (Bristol- 
Myers), “Sam Spade” (Wildroot) 
and “Big Town” (Lever Bros.)— 
all of which have been well up in 
the listings throughout the winter 
—dropped out of the first 20. 

“Hallmark Playhouse,” Judy 
Canova (Colgate), “Amos ’n’ 
Andy” (Lever Bros.), “Fat Man” 
(Norwich Pharmacal), “A Day in 
the Life of Dennis Day” (Colgate), 
“FBI in Peace and War” (Procter 
& Gamble) and “This Is Your 
FBI” (Equitable Life) all moved 
back into the first 20 group. 


ws Twelve of the leading evening 
shows listed on the report are 
aired over the Columbia network; 
National Broadcasting Co. has five 
and American has three. CBS 
broadcasts four out of the first 
five. 

Four of Columbia’s shows in the 
top 20 are showcased on Monday 
evening, giving the web most of 
the honors for Monday. CBS has 
five of the top programs on Thurs- 
day night, again without major 
competition. On Sunday evening, 
CBS has three leading shows, and 
only American Broadcasting’s top- 
rated Walter Winchell (Kaiser- 
Frazer) offers any Sunday com- 
petition. 


a Two of NBC’s programs in the 
top 20 are heard on Saturday 
night, and the other three on Tues- 
day. None of the other webs had 
shows in the elite group on those 
evenings. 

American Broadcasting Co.’s two 
Friday night shows were the only 
Friday programs listed on the 
latest Nielsen top 20 tally. 

The daytimers did not show the 
large shifts which the evening pro- 
grams registered, but here, too, 
there was more movement than 
ordinarily takes place. “Pepper 
Young’s Family” (Procter & Gam- 
ble) moved from 12th to sixth 
place; National Biscuit Co.’s share 
of Arthur Godfrey rose from 16th 
to eighth position; the CBS version 
of “Ma Perkins” (P&G) slipped 
from fifth to 10th and “Helen 
Trent” (Kolynos) dropped from 
11th to 17th. 


Four A’s, NAMP Add Six 
to Work on Rotogravure 


Six new members have been 
added to the American Associa- 
tion of Advertising Agencies’ and 
the National Association of Maga- 
zine Publishers’ joint committee 
on magazine advertising reproduc- 
tion to work on rotogravure adver- 
tising. Representing magazine pub- 
lishers using the rotogravure pro- 
cess will be: George Carl, Wo- 
man’s Day; Peter Dennerlein, 
Crowell-Collier; Irving Simon, 
Macfadden Publications,-and Ken- 
neth McKean, Look. John Quinn, 
of Pedlar’'& Ryan, has been added 
as a representative of the adver- 
tising agencies. Claude V. Mc- 
Broom, director of manufacturing 
of Meredith Publishing Co., has 
been named to the committee to 
replace Glenn Boylan, Meredith 
Publishing Co., who resigned in 
December. 


KXO Appoints Wineriter 


Florian J. Wineriter has joined 
KXO, Don Lee affiliate in El Cen- 
tro, Cal., as program promotion 
manager. He was previously with 
KOPP, Ogden, Utah, as program 
director, and KDYL, Salt Lake 


City, as an announcer. 


Advertising Age, June 27, 1949 


National Nielsen-Ratings of Top Radio Programs 


Week of May 15-21, 1949 
All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK 
1 1 a er 10,408 26.5 —0.4 
2 2 i See Lo wis cone eek Femame Od 7,619 19.4 —0 
3 4 NY ES (Relate DM ws wig suse 6b 00? ine ee 7,030 17.9 +0.3 
4 3 OS eS i 6,834 17.4 —1L& 
5 17 ge eS Se <6 ST a 6,480 16.5 +3.6 
6 10 kL dos ores annncags + ebmen 6,363 16.2 +2.4 
7 5 i hee oe ean. . cise s sbend bp as oh'eWe 6,323 16.1 —14 
8 23 ee Gee OP GUNNS GOD nn ccc ect cece cwcecese 5,931 15.1 +3.0 
9 29 EE Madu weeks doe oot vctcccsvucecvenee 5,852 14.9 +3.7 
10 15 eh es Shades uviss cies ete ¥eun 5,695 14.5 +16 
ll 18 Bob Hawk Show ......... eS a ee 5,459 13.9 +13 
12 6 .  &  @ BSP rer sy Tre 5,459 13.9 —2.5 
13 20 oka se pkakadh so buuabed eee 5,420 13.8 +13 
14 8 ee PER, 4c Sec bpheesé vevboeeccetenecsa 5,263 13.4 —0.6 
15 26 4. & ies pepe re 5,263 13.4 +17 
16 24 ee a a I a aN ae 5.224 13.3 +13 
17 34 ced ea uae’ eed see's senensadiade 5,184 13.2 +2.3 
18 35 ee ee OU WE ne Fdd> ccc cccdosccdoeees 5,145 13.1 +2.2 
19 42 ie ov cesanenipeueod’ 5,145 13.1 +3.0 
20 7 Sn Pn nccnnaen ce obanainbalnaed ROMA 5,106 13.0 —2.7 
EVENING, MULTI-WEEKLY 
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WEEKDAY 
1 2 Arthur Godfrey (Ligg. & Myers) ..........006. 4,202 10.7 +14 
2 3 . oa. 2. ePrrrerrrirrrerr rrer 3,653 9.3 +0.3 
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4 7 Ge NE ade seawccvacesscconcaccees 3,495 8.9 +0.6 
5 6 ES errr 3,495 8.9 +0.5 
6 12 Cees Were CON dec cccccstccseccscosce 3,417 8.7 +0.7 
7 4 ED ct al ceecicndensendssveged 3,338 8.5 0.0 
8 16 Arthur Godfrey (Nabisco) ...........0c0ceeues 3,338 8.5 +0.9 
9 8 SD EE Hed daeccocccnes 8.5 +0.2 
10 5 Ma Perkins (CBS) 8.3 —0.2 
ll 9 ll” —E Aer rr. i. 8.0 0.0 
12 13 EE ce Sicacce¥ecdbvs ovatesssccecesesages 8.0 +0.3 
13 10 Portia Faces Life 8.0 0.0 
14 18 3 Pare rrr rrr eer 7.9 +0.4 
15 17 Se MME opensckeden chet psendiedasceduaa 7.6 0.0 
1 1 Armstrong Theater . 10.1 —0.3 
2 2 Se I Dn wb ov cccnencte cdivsbase 3,378 8.6 —1.2 
3 3 Sis Geer TEE eceivac ccccccenvesecesve 3,142 8.0 —14 
DAY, SUNDAY 
1 2 ts 06 I oink nnnn 66600 60 28 0 ur ntadeces ve 2,828 +0.2 
2 1 True Detective Mysteries ...........0.06eeeeee 2,749 7.0 —L5 
3 3 SE nn gob ces 6 conented cebvtecreebe 2,278 5.8 —Li 
Beecher Joins K&E Knowles-Fisher to Warner 


G. N. Beecher Jr., formerly an 
account executive with C. J. La- 
Roche & Co., Chicago, has joined 
Kenyon & Eckhardt, New York, 
as an account executive. 


‘Beauty Fair’ Names Lewis 

Margery Lewis has been named 
ed.torial and promotion director 
for Beauty Fair, New York. She 
was formerly publicity director 
of Clairol, Inc. 


Knowles-Fisher Corp., Gowanda, 
N. Y., manufacturer of auto visors 
and other products, has placed its 
advertising with Harold Warner 
Co., Buffalo. 


Milne Appoints Grant 

Thomas J. Grant, formerly copy 
chief of Erwin, Wasey & Co., Se- 
attle, has been appointed head of 
the copy department of Milne & 
Co., Seattle agency. 
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Advertising Age, June 27, 1949 


ANA Announces 
Steering Units 
Members, Plans 


(Continued from Page 1) 
kept informed of all ANA activi- 
ties through a recently expanded 
monthly news bulletin. 


s The plan is intended to (1) “in- 
sure that ANA activities serve your 
needs; (2) streamline the material, 
and (3) give you more opportuni- 
ties to help the ANA serve you.” 

First steering committee formed 
was for radio and television. 
Headed by Albert N. Halverstadt, 
manager of radio and media of 
Procter & Gamble Co. (AA, Feb. 
21), it replaced the association’s 
former radio council. Among its 
concerns are “the shifts in radio 
audience caused by the growing 
stature of television and the in- 
creasing number of AM stations,” 
and a study of radio rate trends. 

Since then the association has 
named steering committee mem- 
bers for newspapers, magazines, 
outdoor and display. 

The newspaper committee is 
composed of Albert Brown, Best 
Foods, Inc.; Robert J. Keith, Pills- 
bury Mills; R. C. Robertson, Col- 
gate-Palmolive-Peet, and Harvey 
Howells, Standard Brands, for 
grocery products; Philip J. Kelly, 
National Distillers, for beer and 
liquor; C. A. Holland, Vick Chem- 
ical Co., for toilet goods; D. H. 
Odell, General Motors, and F. S. 
Cannan, Sun Oil, automotive, and 
R. Tuttle, Tennessee Eastman Co. 


ws Its specific jobs for 1949 are: 

1. A local-national rate differen- 
tial study. 

2. A national rate study. 

“3. Development of preliminary 
research to determine the value of 
a second (or early) ‘food day’” in 
each week. 

4. Follow through, with the 
American Association of Adver- 
tising Agencies’ newspaper com- 
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ALL NEW—These are the new officers of the Publicity Club of New York, with new 

president Robert Nathans, vice-president, Sheldon, Morse, Hutchins & Easton, taking 

the gavel from Mae Wagner Carlysle, Dictograph Co., past president. Left to right, 

Austin Scannell, BBDO; Mabel Alice Tuggler, YWCA; Sheldon Coleman, Catherine 

Blondin Associates; Mrs. Carlysle; Donald C. Bolles, Federal Council of Churches of 

Christ in America; Mr. Nathans; Walter Holbrook, J. M. Mathes, Inc., and Ellen Lind, 
Millinery Fashion Bureau. 


mittee, on suggestions made to the 
Audit Bureau of Circulations “on 
auditing practices and improve- 
ment of quality of information 
available.” Audits would be ex- 
tended to wholesalers, retailers 
and others. 

“Maintain watch on rate prac- 
tices to detect any upward trends 
that may occur during the year.” 

A major task of the magazine 
steering committee is “to guide the 
progress of the audience study” 
undertaken by the ANA in this 
medium. “A pilot study should be 
completed in 1949 and, if a suitable 
technique is found for the major 
part of the study, the final phase 
of this operation should go into the 
field soon after,” the committee 
reported. But “final reports on a 
national basis may not be avail- 
able until some time in 1950.” 


a In addition to continuing to 
function as “‘an agent of liaison be- 
tween advertisers and publishers 
on rate and circulation matters,” 
the committee will supervise “an- 
other rate and circulation study 
based on ABC data, with emphasis 
on circulation trends.” 

Magazine committee members 
are W. A. Drisler, Cannon Mills, 
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Network A 
Network B 
W-I-N-D 
Network C 
Network D 


"1948 


6 A.M. to 6 P.M. 


DAYS 


PULSE for 1948 


560 KC. 
24 hours a day 


KATZ AGENCY INC. 
_ nee, See 


and A. S. Dempewolff, Celanese 
Corp., for wearing apparel; Alan 
Whitlock, General Foods; Henry 
Schachte, Borden Co., and Wilmot 
Rogers, California Packing, for 
foods; D. S. Frost, Bristol-Myers, 
toilet goods; B. R. Donaldson, 
Ford Motor, automotive; W. B. 
Potter, Eastman Kodak, household 
equipment; and George Mosley, 
Seagram Distillers, beer and liquor. 

The outdoor steering committee 
will work this year to develop new 
measures of coverage and improve 
present methods of counting traf- 
fic, as used by the Traffic Audit 
Bureau. It is also undertaking “a 
major study of trends in rates, 
showings and circulation” in this 
medium since 1940. 

Members are Storrs J. Case, Sun 
Oil; N. F. Lawler, Nash-Kelvina- 
tor; H. D. Everett, Ford Motor, 
and Robert M. Gray, Esso Stand- 
ard Oil, for automotive and ac- 
cessories; Henry Gorski, P. Bal- 
lantine & Sons, and Philip Lieb- 
mann, Liebmann Breweries, for 
beer; George Oliva, National Bis- 
cuit, for food; and Felix Coste, 
Coca-Cola, soft drinks. 


a The display committee is headed 
by G. A. Percy, Kendall Co., and 
includes D. J. Atkinson, Wild- 
root Co.; F. W. Bristol, Bristol- 
Myers; C. T. Gerhart, Procter & 
Gamble; A. J. Goetz, Pepsi-Cola; 
Murray Koff, Seagram Distillers; 
Parlin Lillard, General Foods; H. 
R. Meeker, Colgate-Palmolive- 
Peet; G. A. Phillips, Cluett, Pea- 
body; A. L. Scaife, General Elec- 
tric; C. J. Smith, Shell Oil; and 
J. J. Taylor, Jacob Ruppert Brew- 
ery. 

Its specific jobs for the next 
year are to prepare: 

1. An instruction book describ- 
ing the sales ratio method of meas- 
uring the relative effectiveness of 
displays. 

2. A general display study. This 
will embrace “conditions in the 
display field, trends in costs, 
length of time displays remain up, 
and percentage of coverage 
achieved by different types of dis- 
plays.” 

Other members may be added 
to all these committees. 


Canned Meat Promotion 
Planned for July 18-23 


Three organizations are spon- 
soring the first National Canned 
Meat Week, July 18-23. National 
Meat Canners Association, Chi- 
cago, and the Can Manufacturers 
Institute, New York, are building 
tie-in publicity promotions around 
the advertising promotion of the 
American Meat Institute, Chicago. 
NMCA will provide mats, post- 
ers and ad reprints for use by man- 
ufacturers and retailers. Merchan- 
dising broadsides are being mailed 
oe food trade by the AMI and 


CDNA Grants 3 Recognition 


The Canadian Daily Newspapers 
Association has granted agency 
recognition to F. C. O’Keefe Ad- 
vertising Co., St. John’s, Nwf.; 
D’Arcy Advertising Co., Toronto, 
and Allan R. Sills & Co., Toronto. 
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Footnotes 


By G. D. CRAIN Jr. 


The big question which con- 
fronts business managements in a 
time of recession is whether ad- 
vertising expenditures should be 
continued at the same or a higher 
rate, in view of greater sales re- 
sistance, or reduced in proportion 
to the decline in sales volume. 

The decision is nearly always 
based on individual conditions, 
since budgetary problems vary 
from company to company. But in 
general the tendency is to allow 
advertising expenditures to fluctu- 
ate with sales volume. 

One of the most effective at- 
tacks on this theory heard in a 
long time was contained in a talk 
made by Dexter M. Keezer, di- 
rector of McGraw-Hill’s depart- 
ment of economics, who was mod- 
erator of a panel of business edi- 
tors at the recent conference of the 
National Industrial Advertisers As- 
sociation in Buffalo. His talk was 
reported in the June 20 issue of 
ADVERTISING AGE, but it probably 
deserves further emphasis and dis- 
cussion. Here are some quotes: 


ws “The advertiser has been a dis- 
turber of economic stability, and 
thus has contributed to the most 
dangerous weakness of the bus- 
iness system—its recurring booms 
and depressions... 

“Another way of saying the 
same thing is that advertising bud- 
gets, figured as a percentage of 
sales, have rocked the economic 
boat in both directions—up and 
down. It is a grave reflection on 
the management of advertising in 
the United States. 

“If advertising is to make its 


proper contribution to economic 
stability, the time to pour the ad- 
vertising on is obviously when 
sales begin to fall off—and vice 
versa. You might say—even more 


|| bluntly—that if: advertising is to 


comply with the dictates of com- 
mon sense, let alone the neces- 
sities of economic stability, that is 
the way it would be handled. 


e “For years economists have 
seen advertising budgets chopped 
at the time they are most needed 
to sustain sales and keep the 
economy moving along on an even 
keel...It would be a good idea 
at any time to convince the man 
who controls the advertising purse 
strings that it makes no sense to 
keep them tied to the volume of 
sales. In the months not far ahead, 
it can be of crucial importance to 
the welfare of the country to do 
this.” 

Business policy will not be 
uniform, because conditions vary 
widely from company to company. 
But with most business costs high, 
Mr. Keezer’s suggestion that strong 
advertising support is needed bad- 
ly to maintain volume above the 
break-even point seems to make 
a lot of sense. 


Ups Sutter and Van Praag 

Otto H. Sutter and William Van 
Praag, who recently joined Tele- 
vision Features, Inc., New York, 
have been elected vice-president in 
charge of sales and vice-president 
in charge of production, respec- 
tively. Prior to joining Television 
Features, Mr. Sutter was with 
American Television Productions. 
Mr. Van Praag formerly was with 
Bray Studios. 


Holz Joins Youthcratt 

Milton S. Holz has been ap- 
pointed advertising and sales man- 
ager of Youthcraft Creations, Inc., 
New York. He was formerly ad- 
vertising manager of Flexees. 
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it works, its peacetime possibilities—to millions of Americans, 
authorities of the U. S. Atomic Energy Commission 
enlisted the aid of Puck, The Comic Weekly. 


Fie with the problems of explaining atomic energy —how 


To enlighten, to interest and to influence the most people 
most effectively —a strip cartoon was created embodying 
the beloved characters of Puck, The Comic Weekly. This 
strip was built into a giant, 24-panel sequence that was 
viewed by millions of Americans all over the country. 


The choice of Puck’s editorial characters like Blondie, Dagwood, 
Popeye, The Little King and others, was a natural one. 

What other medium could present a complex story so simply, 

so dramatically and in such a universally-understood technique? 
Puck’s characters command the interest, affection and loyalty 

of millions* of people of all ages to such an extent that they 
influence their habits, attitudes and tastes. That’s why Puck 
exerts a persuasive force so powerful that it is 

unmatched by any other editorial or 

entertainment medium. 


Puck, The Comic Weekly is distributed through 15 great 
Sunday newspapers and, with the Sunday Comic Section 
of the Philadelphia Bulletin, reaches 8,250,000 families 

in 7400 places of more than 1000 population. 


ro 


This booklet, 
“Dagwood Splits the Atom”, 
describing the U. S. Atomic 
Energy Commission's unique 
use of Puck characters, will 
be mailed on request. 


Today, more than ever, Puck, The Comic Weekly, is a 
tested weapon in helping business move people 
to action ...in helping it to SELL. 


THE COMIC WEEKLY 


Read by more than 18,000,000 adults 


* ABC CIRCULATION SEPT. 30TH, 1948: 8,236,321, INCLUDING PHILADELPHIA BULLETIN ; 
The Only NATIONAL Comic Weekly ... A Hearst Publication ...63 Vesey Street, New York; Hearst Building, Chicago = 
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